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Sylvia has everything to bring you profitable sales. It’s a beautiful, dainty new pattern 
... backed by tremendous advertising". . . the prestige of the 1847 Rogers Bros. name 
and the new plan of CONTROLLED DISTRIBUTION — unfair competition is eliminated; 
the retailer closes the sale, makes the profit. Get your share of the Sylvia success by 


getting your orders in now. *See 4-Page Sylvia announcement in the body of this magazine. 
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What every merehant should know 









When an advertisement reaches 

Over 5,000,000 families 

20,000,000 people 

1 out of every 5 families in the nation 

Twice as many people 

Twice as many customers 

As in any other magazine in the world 

And reaches those people 

In the world’s most interesting magazine 

(We refer, of course, to The American 
Weekly) 

That advertisement has punch 

That advertisement sells goods 

And it will pay you to feature 

The product that advertisement sells. 
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The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 
circulation. 

In each of 134 cities, it reaches one out of every two families 

In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


THEAMERICAN 
ce AW REK LY 


“The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 
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How the Jewelers 


Security Alliance persistently fights 
to protect its members from those who 
attack or rob them was well shown 
in a recent announcement telling of 
the execution at Folsom, Cal., July 
6, of Danny Droesch, who had been 









| EXECUTION 
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convicted of the death of H. L. 
Whitehead, a jeweler of Crockett. 
Mr. Whitehead was kileld Dec. 5, 
1932, after he had _ interrupted 
Droesch whom he found robbing his 
store. 

As Whitehead was a member of 
the Alliance, the Pinkerton Agency 
tracked down the thief and murderer, 
and arrested him in Phoenix, Feb. 1, 
1933, where he had been picked up 
for stealing rolls from a baker’s cart. 
At the first trial the prosecution was 
unsuccessful, because the single wo- 
man among the jurors refused to vote 
for conviction, with a death sentence, 
but at the second trial a verdict of 
murder was promptly given. The 
defendant’s counsel, however, brought 
up the question of the sanity of their 
‘client and caused other delays, after 
he had been pronounced sane. When 
finally the case had been settled and 
the Governor had refused to reprieve 
Droesch, the sentence was carried out 
at Folsom. 

“To accomplish this result” said 
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the secretary of the Alliance, “the or- 
ganization expended about $3,500 in 
investigation and $550 in rewards of 
which amount the annual dues paid 
by Mr. Whitehead composed a very 
small part. The stolen goods were 
valued at $2,777, of which $1,050 


was recovered.” 


+ ¢ 4 


Peadenins to some of 
the inquiries made by friends as to 
why he spent so much time in help- 
ing trade movements, a middle-aged 
member of the jewelry trade of New 


peers a GUY 
4 

U 

York said: “I do not regret the time 
I have spent or the losses I may have 
incurred in helping to establish any 
real standards for the jewelry trade. 
To those who have criticized my good 
sense in working for the trade instead 


of myself, I wish they would read 
‘W.W.’s’ editorial comment in a 





recent number of the Attleboro Sun, 


in which answering a similar inquiry 
he said in part: 

“*There is one thing I do expect 
to get. I expect to get myself into 
such a state of thought and behavior 
that by the time I die, I shall be fit 
to live in a better world than this 
one. There is another thing I hope to 
achieve: I hope to be able to influence 
some other persons to take an earnest 
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interest in doing real service for 
others and thereby fit themselves for 
a sphere in which the square deal 
predominates. 

“Tt is not your responsibility or 
mine to see to it that this world is 
made perfect. Your ‘responsibility 
and mine is to see to it that we our- 
selves live as constructively and whole- 
somely as possible. 

““*We are not going to be here very 
long. While we are here, we should 
do our bit toward making this world 
a better place in which to live and 
thereby demonstrate our fitness to live 
in a better place. 

“*Yet however futile our efforts 
here seem to be, we should remember 
that actually no effort for good is 
lost.’ ” 


a 


The report that the 


sales of Waldemar vest chains had 
shown slight increases throughout the 
country, out of proportion to the in- 





creased sale of pocket watches, was 
verified by inquiry among some of the 
leading manufacturers of these chains. 
It looks as if there is a tendency of 
the well-dressed man to again con- 
sider the Waldemar, or this type of 
chain, as an essential again in making 
a proper appearance. Answering an 












































































inquiry on the subject, H. E. Sweet 
of the R. F. Simmons Co., Attleboro, 
said: 

“We are convinced that there is a 
noticeable increase in the wearing of 
Waldemar chains. This would not 
necessarily have significance were it 
not that the well-dressed young man 
seems inclined to consider the Wal- 
demar essential to the proper appear- 
ance of his vest. The well-dressed 
middle-aged and older men have been 
reluctant to give up the Waldemar, 
as proved by repeated observations of 
this latter group in clubs, Pullman 
cars, and banks, etc. Now the Walde- 
mar is becoming noticeable on the 
college campus. The watch manufac- 
turers have not admitted a sufficient 
increase in the sale of pocket watches 
to account for the increase in the sale 
of Waldemar chains. It therefore 
seems that the idea of vest adornment 
is furnishing the greater impetus to 
the demand for this style. It has been 
said that ‘wearing a vest without a 
Waldemar is like wearing a_ shirt 
without a collar.’ Jewelers can create 
Waldemar sales, with or without 
pocket watches, by selling this idea of 
proper dress.” 

The origin of the word “Walde- 
mar” or “Valdemar” as a name to 
barless chains is not generally known, 
although it is believed to have been 
originally used by German manufac- 
turers who used the name of the 
famous King Waldemar of Denmark 
of the 12th Century, simply as a 
name for a style. According to Mr. 
Sweet, whose house has 61 years’ ex- 
perience as chain makers, the name of 
“Waldemar” has been used in the 
chain business of America since 1890. 


¢¢ ¢@ 


dé 
arene is uncomfortable, 
but we should recognize that it is in- 
evitable. Because it is uncomfortable 
to change, many refuse to face 


IN AMERICA THE 
ONLY PERMANENT 

- THING IS 
CHANGE ! 







—“ 
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facts,” said Henry H. Heimann, ex- 
ecutive manager of the National As- 
sociation of Credit Men. “We have 
our preconceived notions and we like 
to see things go along in the manner 
to which we have been accustomed. 
When they are not traveling in that 


direction we throw up our hands in 
horror and say the system is all 
wrong. We do not appreciate that 
events and people must compromise. 
Sometimes people are strong enough 
to compromise events; more often 
the events force people to compro- 
mise. 

“We are floundering in many of 
our present problems because of our 
unwillingness to admit that change 
is inevitable and because of our 
habitual desire to deny the necessity 
of anything that has not heretofore 
seemed necessary. It would be well 
to pause and consider that this nation 
itself resulted from change. America 
needs an open mind, a Declaration 
of Mental Independence.” 


i. i. 


An article entitled 
“Magical Words That Make People 
Buy Things,” which appeared in the 
American Weekly, July 29, discloses 
how retailers may judge their cus- 


el 


SWALLOW THAT 
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tomers and know exactly which sell- 
ing arguments are best to induce cer- 
tain types to buy. This magazine, 
which is distributed every week 
through 5,000,000 families through 
the 17 Hearst Sunday newspapers, 
tells how its principles and discov- 
eries of modern science can be used 
to help retailers sell more effectively. 
It tells the work of a “‘word labora- 
tory” of New York which has tried 
out selling phrases on people by the 
galvanometer test, popularly known 
as the “lie-detector,” in the laborato- 
ries of Johns Hopkins University. But 
the real tests of these words are their 
getting salesmen to try them on cus- 
tomers under ordinary conditions of 
business in the stores. Elmer Wheeler, 
general manager of the concern, 
claims to have statistics on how they 
worked on over 5,000,000 customers. 
For ordinary situations they have 
ready to hand, stock phrases, tested 
and surefire, but others are worked 
our as unusual problems. 

Summing up the whole thing in a 
few words, Mr. Wheeler put it this 
way: 

“A twenty thousand dollar a year 
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merchandise man is employed to fill 
the store with excellent merchandise, 
while another high-priced executive, 
an advertising man, fills it with cys. 
tomers. So far so good. Then what 
happens? The whole situation jg 
turned over to ten and fifteen dollar 
a week clerks who half the time know 
practically nothing about the articles 
in their departments. ‘The extremely 
difficult and critical business of sel]. 
ing the merchandise to the customers 
is left entirely in their hands. 

“Our business is putting $20,000 
a year words into the mouths of $15 
a week salesgirls and hopiag they 
won't get mixed up with the chew. 
ing gum.” 


¢¢ ¢@ 


dd 
—_ are rackets 


in connection with goods that are 
submitted to jewelers ‘on memoran- 
dum’ where they have not been asked 
for,” according to Percy K. Loud, of 
Wright, Kay & Co., Detroit. “We 
have had some trouble with some of 
these people and in one case a dispute 
as to goods sent us ‘on memorandum’ 
resulted in a suit against us. ‘This 
suit we won, but in addition we 
learned something of the attitude of 
some of our courts in regard to the 
use of the words, ‘sent on approval.’ 

“After having the matter reviewed, 
the judge decided there was no cause 
for action. He did, however, caution 
us that in ordering goods ‘on memo- 
randum’ for return from a_ concern 
that we do not know we are taking 
considerable risk if the memorandum 
bill is marked ‘sent on approval.’ The 
technical difference seems to be that 
when goods are sent ‘on memorandum’ 
there is no definite suggestion that the 
jeweler expects to keep the goods, 
whereas, if the goods are sent on ap- 
proval there is the implied suggestion 


yICK-GET A LAWYER 
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that the jeweler wishes some if not 
all of the merchandise and expects to 
keep it if it is satisfactory. Under the 
circumstances the courts have held 
that goods sent on approval become 
the property of the consignee imme- 
diately and that the responsibility 
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rests with them to return the mer- 
chandise within reasonable time if 
it is not satisfactory. ‘The term 
‘memorandum’ has never been satis- 
factorily determined by the courts of 
all states and therefore a decision 
may rest upon what could be termed 


general custom.” 
¢ ¢ 


A misunderstanding 
as to the use of the word “‘protes- 
sional person” as covered by Section 
6b of Article I of the Retail Jewelry 
Trade Code has been cleared up by 
the general announcement of the 
NRA as published in the last issue, 
and later particularly by the modifi- 





cations of the retail code which were 
agreed upon following the hearing on 
May 5 and which have now come 
into effect. Under this, the text of 
Article I, Section 6b, reads: 

“The term ‘professional per- 
son’ as used herein shall mean 
lawyers, doctors, nurses, research 
technicians, advertising special- 
ists, and other persons engaged 
in occupations requiring a special 
discipline and special attain- 
ments. It was not to be applied 
to skilled craftsmen in the retail 
jewelry trade, such as watch- 
makers, watch repairers, engrav- 
ers, etc.” 


q+ ¢ 4 
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"ie most important 
factor in the old gold situation today 
is the education of the public as to 
what their old gold is worth—and 
this is the job of the retail jeweler.” 
So says Larry Cohn, head of the Gold 
Recovery & Refining Corporation, at 
53 W. 47th St., New York. Mr. 
Cohn is an “old-timer” in the refin- 
ing field, having served the trade in 
this capacity for many years as presi- 
dent of his former business, the In- 
terstate Smelting & Refining Co., of 
Newark, which he sold to Baker & 

Co., Inc., in 1929. 
“There is today, and always will 
be,” says Mr. Cohn, “enough old gold 
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lying around in people’s homes for 
there to be at least one legitimate op- 
erator in every town in the United 
States. And that operator,” he urged, 
“Should be the retail jeweler. The 
jeweler, by offering a fair price for 
old metal, can discourage the sale by 
consumers of their gold to fly-by- 
nights and peddlers, and increase the 
public confidence in him and in the 
jewelry trade as a whole.” 

Mr. Cohn’s store, located in the 
heart of the jewelry section, is in 
itself a new departure in interior dec- 
oration for an establishment of its 
kind. It was designed by a leading 
architect, Albert Elias, and resembles 
a bank in many ways. It is interest- 
ing to observe that the word “bank” 
traces back to medieval goldsmiths 
who took precious metal for safekeep- 
ing across their “banca” or benches, 
and that now, due to our new mone- 
tary policy, the jeweler has resumed 
his ancient function, and in Mr. 
Cohn’s case, with all the modern 
banking atmosphere. 


Speaking of the 


real good that has been done by the 
NRA to the business world, Currier 
& Roby in an announcement in Silver- 
craft calls attention to the criticisms 
that have been made about the codes 
adopted by various industries and the 
confusion and ill feeling that they 
have sometimes created. But the state- 
ment goes on to say: 

“How could it have been other- 
wise? ‘The task was huge, immeasur- 
ably beyond the strength even of the 
strongest. In operation they have 
offered occasion, welcomed perhaps, 
for a struggle for control, a chance 
for the strong to wrangle among 
themselves for domination. God help 
the small or the weak for the codes 
cannot. 

“Tis the spirit or, rather, the 
temper of the times. We are labor- 
ing under a general obsession, born 
of selfishness and greed. We are 
possessed of an unholy desire for 
power, be the degree great or small, 
it matters not, so long as it permits 
dictation to someone or other. 

“We have a craze to acquire author- 
ity, however petty, and are keen to 
regulate others while yet unable to 
regulate ourselves. As a people we 
are painfully overburdened with poli- 
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ticians, and overwhelmed by office- 
holders. How long can the private 
citizen carry the load? Almost every- 
body is an office seeker, if not already 
attained to that blissful state. Indeed 
the situation is so ridiculous that 
doubt might arise as to the survival of 
any private citizenry at all.” 


A recent letter 
from a subscriber to THE JEWELERS’ 
CIRCULAR says: 

“We are again discounting our 
bills and here is an idea that might 
help others in their purchases. 

“We have a cash register which 





has become somewhat rusty. It is 
an ancient instrument used for the 
agitation of the boss, but it is so an- 
cient that it is hardly used. Instead 
of using the register we have a series 
of boxes in our safe in the vault. For 
instance we make a purchase that 
must be paid within 30 days. We 
open a box for this account and when 
a sale is made we do not ring the 
cash on the register but put all of 
the money in this box. There are 
about fourteen boxes. When we 
have enough from the sale of this 
particular item to pay our invoice we 
then ring that cash through the regis- 
ter and then immediately mail a 
check to the wholesaler or manufac- 
turer who trusted us. 

“In no instance do we borrow from 
one box to pay another box. If a 
manufacturer has a good item the 
box will tell and in this manner we 
soon know what is selling. 

“Tt so happens that each box is 
paying for itself. When an account 
is paid we can then use the balance 
of that same merchandise for the cash 
register. If we know that we will 
order more we continue to use the 
box so that we will be ready to send 
cash in advance and thereby make one 
transaction pay and make some manu- 
facturer happy by cash in advance. 
(When maybe he has carried us a 
little last year.) This is done in sil- 
ver, glass, china, rings, watches, 
leather, etc.” 
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—_ fashions for this 


coming Fall and Winter will demand elaborate jewelry, 
Gowns for daytime and evening wear, coats, suits, furs 
and hats show a definite trend towards feminine elegance 
and sophistication. “The jeweled accessories, therefore, 
rings, bracelets, necklaces, brooches, clips, hair and hat 
ornaments, are destined to play a prominent part in the 
seasons’ mode. 

There is a genuine elegance in the styles of the dresses 
and hats achieved by the modistes and couturiers of Paris, 
London and New York for the coming year, an elegance 
derived both from the materials used and the silhouettes 
designed. Hats, large, soft, manipulated berets, tricornes 
in many variations and the wide brimmed shallow 
crowned hat fashioned of silk felt, brocade, velvet, and ' 
rich ribbons are flatteringly trimmed with feathers and 
jeweled ornaments. Of these types the soft draped beret 
will probably be the most popular, especially when it is 
trimmed with a jeweled clip. Frocks of slender straight 
skirts fitted and moulded to the hips with high necklines 
and draped shirred bodices and full sleeves for daytime 
and extremely low decolletage for evening wear will de- 
mand a variety of rich jewelry to complete them. 

Miss Hattie Carnegie, fashion expert and well-known 
designer of New York City, declares that the jewelry 
worn this coming year will be the most important accent 
of the clothes that will be the vogue. 

“A dress of simple, easy lines and fine fabric,” says 
Miss Carnegie, “will have as its only ornament a large 
pin worn on the shoulder, a pin designed, perhaps, espe- 
cially for one frock. Or the gown might have as its only 
decoration an elaborate belt buckle set with diamonds and 
rubies.” 

Large pins, according to this well-known couturier, 
will be preferred to the small clip. These decorative 
brooches will be set with precious stones and will be the 
most important trimming of a costume. Miss Carnegie 
expressed the opinion that the large cabochon type stone 
will be very popular. Large corsage pins in plain en- 
graved gold or set with precious stones will be the vogue. 
Miss Carnegie predicted that large bracelets will be worn 
over the long sleeves tight at the cuffs and with the short 
sleeves that leave the wrist bare. A great deal of antique 
design period jewelry will be worn as well as large 
jeweled buttons and large rings. The choker style neck- 
lace will be especially popular this year for afternoon 
wear, since the necklines of afternoon frocks will be high. 

Necklines are very interesting and varied in the style 
for the Fall. Rippled and draped lines are worked out 
around the shoulders and the neck. Dropped shoulder 
lines, yoke outlines, shirred necklines and sleeves are con- 
‘ : Pee spicuous. This year’s fashion demands fullness at the 
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| Arthur O'Neill Arranged by Bergdorf Goodman, New York 












An evening sheath that leaves the shoulders nude and sweeps out in a Castilian 
flare at the feet. It is of Goya red velvet poised fan-wise on paper-white lace. 
The jewelry was particularly selected for this gown. 
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DICTATES MORE JEWELRY FOR FALL 


By Lillian Goodman 


top of the dress with the neckline of particular interest 
so that the choker necklace of many styles will be worn 
as well as the large decorative brooch. 

Dresses for daytime include the one-piece dress and the 
two-piece dress with a long tunic and the jacket frock. 
Some jackets fasten with a single button at the neckline 
or are worn with an appropriate jeweled pin. ‘These 
swing away in a slanting line to a flare at the back. Little 
waistline jackets that fasten at the waistline in front just 
over the top of the hips, the belted jacket and the over the 
hips, finger-tip length jacket will also be worn. 

In contrast to the high necklines of the daytime dresses 
the evening gowns will be strikingly nude. A new type 
of evening decolletage which will be worn very low both 
in back and in front will be the fashion. The most 
formal types of evening frock have a 1900 air about them. 
The bodice is sometimes suspended from narrow straps 
of velvet ribbon, lace or jeweled chains. 


[, some dresses 
even the straps are eliminated and the back and shoulders 
of the wearer are entirely bare. With this full evening 
fashion the most elaborate necklaces will be worn. Large 
stones set in large settings similar to the designs of “‘cos- 
tume pieces” will be very fashionable. 

The skirts of the evening frocks to carry out the “1900 
feeling” will be straight and close fitting with the hem- 
line straight all around and slashed like the slit skirt of 
the turn of the century. The train will probably be 
eliminated this winter. The slim tight skirt with shirred 
flounces on the sides and the hemline slashed at back and 
front is a charming and gracious treatment when de- 
veloped in velvet, satin or crepe. This fashion gives the 
skirt a great deal of free graceful movement. 

There is a new coiffure worn with the new styles. The 
hair will be worn high on the head this year and the neck- 
line will be short. The curls if worn at all will be ar- 
ranged at the top of the head in a fluff. The part in the 
hair will sometime go all the way down to the bottom 
of the neckline and the hair will be swirled to one side 
either in curls or in waves. This hair treatment offers an 
opportunity for the use of a single clip worn on the side. 
Tiaras will also be worn this season. The hair worn off 
the ears and high on the head suggests that earrings, espe- 
cially large clips and elaborate pendants, will be popular. 

The predominating color of the vogue for both after- 
noon and evening wear will be black. Brown and green, 
it is expected, will be second in favor. Eel brown and 
eel gray will also be strong colors as well as various shades 

(Turn to page 143) 


The evidence all points to a fall and winter which 
demands jewelry. Every smart woman who responds 
to the new note of splendor in the mode will ask 
for precious jewelry to adorn her hat, her bag, her 
dress, her muff, her hair, her arms and her neck. 


























































Modern Jewelry 


By 
William Elder Marcus, Jr. 


A discussion of | 


modern jewelry store windows naturally divides itself 
into consideration of the windows facing a main thorough- 
fare and those on a side street. 
The problems are distinct, and so also in many respects 
are the objectives. For present purposes, only the windows 
on a main thoroughfare will be analyzed. | 
The first and foremost consideration is to determine 
what functions such windows may fairly be expected to | 
perform. Then it is important to recognize what they 
should not be expected to accomplish. Until these two 
elements have been thoroughly analyzed no intelligent | 
conclusions can be reached, nor is it possible to wisely plan 
the type of display which will best produce satisfactory 
results. 
If the average jeweler’s window were articulate, the 
protests they would make would be heard far and wide. 
The chief complaints of these protesting windows 
would be the following: 
1. They are too large. 
2. They are too crowded with merchandise. 
3. They are inadequately or imperfectly lighted. 
4. They are uninteresting or without an appealing 
idea. 
WILLIAM ELDER MARCUS, Jr. These faults indicate two main weaknesses : | 
1. That they are designed or created by someone 
insufficiently trained and experienced, or without | 
@ the spark of genius and imagination. 
2. That the appropriation for the windows or the 
salary of the designer are on too low a basis. 
(Turn to page 92) 





William Elder Marcus, Junior, President of Marcus 
& Co., jewelers, of 671 Fifth Ave., is an outstand- 
ing member of that ancient business both by tra- 
dition and by preference. From that several times 
great-grandfather who was Court Jeweler to the 
King of Saxony in a distant century, through the 
grandfather who opened his store on the fashion- 
able corner of Broadway and Seventeenth Street in 
1878, and father who later daringly moved “way 
up town” to 45th Street, dealing in precious stones 
has been a family tradition. But perhaps more im- 
portant to the present William Marcus is the fact 
that he, of the third generation in New York’s 
jewelry industry, has the temperament, taste and 
ability to carry on the best traditions of the busi- 
ness without being hampered in new developments 
by those same traditions. As indicated in the ac- 
companying article, Mr. Marcus dares the new at 
the same time that he respects the old; a combina- 
tion all too rare in a day when such a balance is 
increasingly difficult to maintain. 





A display of gems showing use of merchandise. 
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Store Windows 


By 
W. B. Okie, Jr. 


Any study of 


the value to a jeweler of good windows, windows which 
produce the results desired in the discussion on the op- 
posite page, should include some analysis of the problems 
confronting the actual designer of the windows and of 
his methods of solving them. Essentially, the problems 
are the same for firm and designer, but it is the function 
of the designer to express in concrete detail the wider, 
more general policies of the firm employing him. Such 
policies may usually be classified as “merchandizing” or 
‘“institutionalizing”; the former aiming toward selling 
specified articles directly or indirectly out of the window 
as shown, the latter aiming toward making well and 
pleasantly known among a great number of people the 
name and good repute of the firm itself. For present 
purposes, since “merchandising” is so widely discussed a 
topic, we shall limit ourselves to those windows which 
strive to create a favorable impression: the “institutionaliz- 
ing” windows. 

In any good window of this type, four separate ele- 
ments enter into the design and construction, each of 
which must be carefully worked out, and all four of which 
must knit into a harmonious whole. These are: basic 
design, color, texture, and lighting. 

The basic design of a window must naturally spring 
first from the type and quantity of merchandise to be 
shown. But beyond that, the designer can be more or 
less free to create his effects. And almost the surest way 
to create the desired effects is to consider, and adapt to 
present usage, the principles of the stage. 

Every good window of the type we are considering has 

(Turn to page 93) 
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A church wedding window featuring stationery and jewels. 
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W. B. OKIE, Jr. 


William Bayard Okie, Junior, has no problem of 
tradition to trouble him; he has to make his own. 
Only six years out of college, he has developed a 
pattern in window display so new that it seems 
more like a new profession than an adaptation of 
one profession to another. Mr. Okie’s first love was 
for stage design, and in his article he perhaps re- 
veals how much of his knowledge of and enthusiasm 
for that type of design he has carried over into 
this new type. At any rate, his theories, or the 
application of them, have proved so successful that 
in the past few years there has been a real revolu- 
tion in what had become practically a lost art. And 
the result seems to be that we now have, here and 
there, store windows which are not only attractive 
in themselves but which over and over again have 
demonstrated their economic soundness. It is hard 
to be dogmatic about what is still a frankly blossom- 
ing growth, but it does seem fitting that Mr. Okie’s 
greatest success to date has been with the win- 
dows of Marcus & Co. 
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“Nationalization” of Silver 


HE Proclamation by President 

Roosevelt, Aug. 9, ordering “na- 
tionalization” of silver was not a sur- 
prise to the silver-producing industry. 
While later it may have effects on 
monetary and economic lines, it has 
no material effect on the jewelry and 
silver industries today beyond giving 
a slight emphasis in the increase of 
price of the metal. In this, its effect 
as to prices and value of our stocks 
is “bullish.” 

As the Government did when it 
“nationalized” gold, it ordered that 
all stocks of silver bullion over 800 
fine must be sold to the United States 
and turned into the mints within 90 
days. The price is 50.01 cents per 
ounce at present. 

But no call was made to surrender 
silver coin or articles of use, utility 
or decoration, made of silver. All 
articles, such as silver tableware, flat- 
ware and hollowware, rings, vases, 
etc., including watchcases, spectacle 
rims and other articles of utility may 
be retained, made, bought and sold. 

What the Government wants is 
bulk silver; not fabricated metal. If 
a man holds silver for use in his busi- 
ness in bullion, bars, sheets, scraps, 
sweepings or in other forms, of less 
than 500 ounces, he need not get.a 
license. If he has more than 500 
ounces, he must get a license, forms 
for which will be available. 

Silver will continue to be sold to 
manufacturers by the refiners and sold 
by silversmiths in fabricated form to 
retail jewelers who cater to the public. 


G38 eg 


Gold Buyers and Second 


Hand Licenses 
NQUIRIES from many people who 


write us that they have either ob- 
tained Government licenses to buy 
gold or have applied for the same, 
seek from us information about gold 
and its testing, in a way that indicates 
that they know little or nothing about 
the subject. Many of these people, 
we find, are not jewelers, but have 
simply gone into this as a new “‘busi- 


ness.” 


What the Federal Government has 
done to protect the public in giving 
licenses to these gold buyers we do 
not know, but complaints from jewel- 
ers as to the action of some of these 
people indicate that our jewelers are 
suffering from what might be most 
moderately termed “illegitimate com- 
petition” in their solicitation of gold 
from the public. 

In the many large cities which re- 
quire a license to do business as a 
second-hand dealer from those who 





Few Code Violations 


Because controversy is always 
news, much is heard about code 
violations over little or nothing 
about code compliance. The fact 
is, the NRA reports, that without 
coercion or legal action, American 
industry is complying with its 
codes to a remarkable degree. 
Only 63,151 complaints had been 
registered by July 1 against the 
2% million employers operating 
under 506 codes. Of these, almost 
half were duplications. Many more 
were letters or complaints based 
on misunderstanding of code pro- 
visions. 

Therefore, less than 1 per cent 
of all employers had been found 
guilty of code violations prior to 
July 1. : 





purchase the old jewelry, the local 
retail jewelers should appeal to their 
local bureau to see that those who get 
such a license, establish their reputa- 
tion for probity and responsibility, and 
prove their fitness to properly test 
and properly value merchandise which 
they buy. 

In some of the cities, as for instance 
Haverhill, Mass., jewelers have urged 
their Aldermen to vote a license as 
a second-hand dealer to buy jewelry 
to no one who is not a jeweler. In 
other cities, such as Lowell, the local 
jewelers’ association have opposed the 
petition of dealers in other sections to 
get licenses as gold buyers in that 
city. In some other sections the 
jewelers have asked that the second- 
hand license be granted only to dealers 
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who have been residents or taxpayers 
in the municipality for a specific time. 

The Federal Government’s license 
to buy gold does not give a man a 
right to do business in towns or cities 
requiring the jewelry buyer to have 
a second-hand license. This must 
come in addition to the Federal j- 
cense. By acting on this information 
retailers may be able to get their local 
government to give certain protection 
against strangers who are irrespon- 


sible. 


Fighting Bad Advertising 

NE of the new amendments to 

the code of fair competition in 
the retail jewelry trade which has re- 
ceived the greatest publicity through- 
out the newspapers of the country is 
that relating to Article VIII, Section 
1, Subsection (0), which has been 
amended to read: 


“No retail jeweler shall adver- 
tise to repair, clean, regulate or 
adjust watches or clocks or any 
part or parts thereof at a mini-: 
mum, maximum or_ uniform 
price, irrespective of the cost of 
such repairs and/or services.” . 


It is hoped by the code authorities 
and by the retailers who backed it, 
that this will be a means by which 
a large amount of unfair and im- 
proper advertising prevalent in the 
past can be stopped. Particularly is 
it aimed at the signs and advertise- 
ments that notify the public that the 
announcer would repair any watch 
for a specific price irrespective of the 
trouble, defect or fault that had to 
be remedied. 

We are glad to say that already 
a large number of these advertise- 
ments have disappeared in the signs 
and announcements of jewelers of the 
large cities, but some of the announce- 
ments used in their place, which do 
not openly violate the code, are al- 
most as bad. 

This amendment to the code, like 
other code provisions, is doing good 
for the trade as a whole, but we can- 
not expect that all trade evils will be 
remedied by the code alone. 
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Why Watchmakers 
Organize 


AD conditions and _ illegitimate 

competition as well as many so- 
called trade evils existing among 
watchmakers of the country has been 
the incentive for the organization of 
watchmakers’ associations or clubs in 
many states and cities. These have 
been followed by an organization of 
an interstate or nation-wide body that 
claims to speak not only for the em- 
ployed watchmaker, but the watch- 
maker-jewelry merchants in business, 
and the watchmakers in the trade 
shops of the country. 

There is little doubt that among 
those people who sought to organize 
the watchmakers of the country, some 
looked upon the watchmakers’ asso- 
ciation as a movement toward a trade 
union, either in essence or in fact, 
and one that would become sooner 
or later a part of the labor organiza- 
tions of the country. But on this 
point the watchmakers themselves 
have something to say, as many write 
to us they do not intend to be “union- 
ized” or to come together on a labor 
basis; nor are they in sympathy with 
attempts to create organizations or 
movements along the lines that labor 
unions are generally formed. 

Whatever some of the original or- 
ganizers may have counted on, it looks 
as if any attempt to “unionize” the 
watchmakers will be unsuccessful, be- 
cause the watchmakers are, as a class, 
temperamentally different from the 
ordinary so-called skilled laborer and 
his work is such as to make him both 
merchant and mechanic at the same 
time. He thinks as one who works 
for the customer and not as a part of 
an employer’s plant. 

Theintelligent watchmaker whether 
he be employed or is a dealer is in- 
terested particularly in cleaning up the 
situation that meets him as a busi- 
ness man. He wants to eliminate 
improper competition, elevate his po- 
sition in the minds of the public and 
create conditions which will tend to 
educationally develop all grades of 
workmen—from the junior watch- 

(Turn to page 153) 
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Looking Ahead to Better Business 


ee starts the longest season of business for the jewelry 
trade. With the beginning of the month its customers have 
again come back to their homes, vacations are over, schools begin, 
and what is more important, manufacturing activity increases in 
most industrial centers. 

The retail jeweler from now on can look to a better business 
than he has seen for a long time past, based on a greater 
income of his potential customers. With payment for crops, 
activity in the building business due to the improvements to 
homes throughout the country, with the prospect of a better 
Thanksgiving business and holiday trade than he has had for several 
years, the progressive jeweler has every reason to make a real effort 
to bring his customers to his store. This requires not only the use 
of his best efforts in advertising and sales promotion, but also the 
selection of a stock that will have an appeal to all customers from 
the poorest to the wealthy. Now is the time when the jeweler must 
buy his stock himself to meet the needs, the taste and the purse 
strings of his patrons. Don't let the salesman sell it to you, but buy 
it yourself, making every penny count in getting the best variety 
and selection of goods that your customers want. 
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CHARLES HEISLER 


[., every city 
of fair size there is at least one jeweler who has made a 
name for himself as a dealer in fine silverware. ‘The 
fruition of years, such a reputation is achieved through 
the consistent stressing of unique service regarding silver ; 
Lemon & Son, in Louisville; W. P. Cart, Charleston; 
Julius C. Walk & Son, Indianapolis, and $. H. Kirby & 
Sons, New Haven, are some of the firms that have 
developed tradition and prestige about their store, each 
making its name synonymous with the best in silver in the 
community. And each jeweler has done it in his own 
way, a way depending upon the creative ability and 
merchandising .genius peculiar to him. 

Charles Heisler, in charge of the silverware department 
of the Van Heusen Charles Co., Albany, N. Y., is a 
merchant who has originated a sales appeal for fine silver 
on the basis of “Assistance to the Hostess.” ‘Ours is the 
duty,” says Mr. Heisler, “to instruct and help the hostess, 
especially the young matron, in the use of silverware for 
every home entertainment.” And for years, through store 
publicity and advertising, display promotions, and sales 
effort on the floor, he has been executing this program of 
feminine education, building into the minds of the people 
of Albany and its environs the conviction that The Van 
Heusen company is an authority on the proper use of 
silver in the home and therefore the logical place to make 
silver purchases. A glance at the counter and show case 
displays seen in the store gives some indication of the 
volume of business done in that department. 

Mr. Heisler believes that today we are on the threshold 
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The Market— 


Charles Heisler, manager of the silverware depar- 
ment of the Van Heusen Charles Co., Albany, N.Y. 
has built a substantial silver business on an idea. The 
modern woman, he asserts, wants to know what is 
right in table appointments; so Mr. Heisler telis her, 
with special exhibits, educational booklets, and through 
intelligent sales people who are acquainted with the 
proprieties of table setting 


of a new cycle of lavish home entertainment. “Educa- 
tion!” he exclaims—‘‘There is much to be done right now 
in educating the great mass of women in the really 
proper pieces of silver to use at the table or buffet. For 
eight or ten years, entertaining has been done ‘out’—at 
cabarets, ‘speaks’, etc., and now, with the return of wines 
and liquors, entertainment at home with its bountiful 
dinners will surely prevail oncé more. The hostess will 
again blossom forth in all the glory of the past, only ina 
superior manner. For today, she has more assistance in 
the form of domestic labor-saving devices and can devote 
more of her time to the study and arrangement of the 
finer table appointments.” 

About five years ago, in cooperation with one of the 
larger silverware manufacturers, Mr. Heisler’s store put 
on a “Table Setting Demonstration,” which consisted of 
three or four exhibitions a day. A competent person 
demonstrated the various settings and appropriate arrange- 
ment for each occasion of entertainment. From this show 
he learned a fundamental fact of silver merchandising: 
“Women want to know these things!” 

He set about collecting information concerning the 
conventions of table setting. He secured the Condé Nast 
brochure, “For the Hostess,’ several booklets on table 
setting prepared by the silver manufacturers, and as a test 
placed them on the silver counters with the merchandise. 

“Today,” says Mr. Heisler, “the very mention that a 
new table setting book is ready for distribution, brings 
many new women to our department.” Many of these 
books are illustrated and the settings thus shown are 
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The Merchandise— Ihe Man! 


carried out on tables in the store. The store table settings 
are generally held on the second floor, in the china depart- 
ment, which brings trafic through the store and off the 
main floor. 

The success of this type of promotion has led this 
jeweler to remark that “it takes just the slightest inspira- 
tion to create in a new bride a desire to own more and 
more silver.” For the staple lines Mr. Heisler chooses 
as his market the “great army of the middle class,” who, 
as he says, “are eager to learn of the many different 
utensils essential for gracious eating and drinking.” He 
makes the distinction between “the bride who purchases a 
26 piece set of plated ware with full intentions of using 
the table spoons as soup spoons and the ‘Bridge Debutante’ 
whose eagle eye will at once notice if the ice cream is 
served with a tea spoon or not!” 

For the latter type of customer the store gives special 
demonstrations designed to create more interest in par- 
ticular proprieties of service, niceties which the less well- 
to-do classes cannot afford. 


Describing one of these 
promotions, Mr. Heisler says: “We have found the 
‘Buffet Luncheon’ idea a stimulant to some of the fancier 
dozens. Tea knives, for instance, and hollow-handle 
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butter spreaders (this item recommended for spreading 
cream cheese, etc.) have shown a decided increase in 
sales since we have been able to demonstrate a really 
useful purpose for these fascinating odd items.” 

He has taken full advantage of the dealer helps offered 
by the manufacturers for the spreading of the “use more 
silverware” idea, and his success in using these aids in 
connection with self-devised promotions has established 
for the Van Heusen Charles Co. “the attitude that it is 
up to the jeweler to assist the hostess and bend every 
effort to create and obtain an opportunity to speak to 
each woman about building up her silver service.”’ 








A table set for dinner in the Van Heusen store. 
This setting illustrates correct table appointments 
for the home where fine china, glass and silver are 
fully appreciated, yet one in which the means are 
not quite sufficient to support a servant; therefore 
the table is not set with strictly formal dinner ar- 
rangement. Mr. Heisler of the Van Heusen Charles 
Co., thus demonstrates his conviction that mer- 
chandising effort should be carefully geared to pur- 
chasing power. He advocates educational promotion. 


















SUPPLEMENTAL CODE OF FAIR COMPETITION 


FOR THE 


WHOLESALE JEWELRY TRADE 


A DIVISION OF THE WHOLESALING OR DISTRIBUTING TRADE 


WasHINGTON, D. C., Aug. 21.—National Recovery 
Administrator Hugh S. Johnson today approved a supple- 
mental code for the wholesale jewelry trade. It will 
become effective Aug. 31. 

The Administrator’s approval was given with the pro- 
vision that there be deleted from the code those sections 
dealing with selling below cost, and that there be substi- 
tuted for them the standard provision regarding destruc- 
tive price-cutting and the fixing of temporary minimum 
prices by the Administrator in case of an emergency result- 
ing from price-cutting. 

The major provisions of the general code for the whole- 
saling or distributing trade, including the labor provisions, 
are accepted by the divisional trade. The hours and wage 
provisions of the general code provide for a 40-hour maxi- 
mum week, and minimum wages of from $14 to $15. 

The supplemental code provides for the setting up of 
a divisional Code Authority, and for trade practice 
rules to govern conditions peculiar to the divisional trade. 

The code in all important provisions is a distinct revi- 
sion of the proposed code published in the March issue of 
THE JEWELERS’ CIRCULAR. 


ARTICLE I.—Purposes. 


To effectuate the policies of Title I of the National Industrial 
Recovery Act, this Supplemental Code is established as a Code 
of Fair Competition for the Wholesale Jewelry Trade pursuant 
to Article VI, Section 1 (c) of the General Code of Fair Compe- 
tition for the Wholesaling or Distributing Trade, approved by 
the President of the United States on January 12, 1934. All 
provisions of the said General Code which are not in conflict 
with the provisions of this Supplemental Code are hereby incor- 
porated by reference in this Supplemental Code and made a 
part hereof. Such provisions of the General Code together with 
the supplementing provisions of this Supplemental Code are the 
standards of fair competition for and are binding upon every 
member of said Wholesale Jewelry Trade. 


ARTICLE II.—Definitions. 
Supplementing Article II of the General Code 


Section 1. The terms “wholesaler” or “distributor,” as used 
* herein, are defined to mean any individual, partnership, associa- 
tion, corporation or other form of enterprise or a definitely 
organized division thereof, definitely organized to render and 
rendering a general distribution service, which buys and main- 
tains at his or its place of business a stock of jewelry, men’s 
novelty jeweiry, or watchmakers’ and jewelers’ supplies which 
it distributes, and which through salesmen, advertising and/or 
sales promotion devices sells to retailers, and/or to institu- 
tional, commercial and/or industrial users for use in the con- 
duct of their enterprises. Any person who sells to institutional, 
commercial and/or industrial users for resale to the ultimate 
consumer, or in significant amounts to ultimate consumers, shall 
be considered a wholesaler only to the extent of that part of his 
business which fulfills the qualifications stated in the preceding 
sentence. It is the character of a concern’s selling rather than 
the character of its buying which distinguishes it as.a wholesaler. 

Section 2. The term “the trade,” as used herein, is defined 
to mean the business in which the wholesaler or distributor as 
defined in this Supplemental Code is engaged. 

Section 3. The term “member of the Trade,” as used herein, 
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is defined to mean any wholesaler or distributor engaged in the 
Trade. 

Section 4. The term “jewelry,” as used herein, is defined 
to mean diamonds and other precious and semi-precious stones, 
pearls, cultured pearls, synthetic stones and any imitations of 
any of these articles, articles for personal wear and adornment 
of any character whatsoever commonly and commercially 
known as “jewelry,” watches, clocks, silverware, goldware, 
precious metal ware of the platinum group, and wares plated 
with any of the precious metals. 

Section 5. The term “men’s novelty jewelry,” as used herein, 
is defined to mean articles for the personal wear or adornment 
of men, made from base metals, roll-plated precious metals 
and/or gold of a fineness less than ten karat, such as: Collar 
pins, tie pins, cuff links, collar buttons, studs, and belt buckles. 

Section 6. The term “watchmakers’ and jewelers’ supplies 
and materials,’ as used herein, is defined to mean any or all 
articles (except those articles which are commonly and commer- 
cially known as jewelry as enumerated and defined in Section 4 
of this Article IJ) used, consumed, assembled or resold by 
watchmakers, jewelers, optometrists or repairers and manufac- 
turers for the purpose of repairing, replacing, assembling, 
manufacturing or reselling. 

Section 7. The term “memorandum,” as used herein, is 
defined to mean submitting merchandise to the customer for a 
specified time for approval or selection, the title to remain in 
the wholesaler or distributor until such selection has been 
reported to the wholesaler or distributor and the sale completed 
in accordance with the terms specified in the contract under 
which the goods were delivered. 

Section 8. The term “consignment,” as used herein, is defined 
to mean leaving merchandise with a customer for an indefinite 
period, the title to remain in the wholesaler or distributor until 
such time as the customer shall report to the wholesaler or 
distributor that he has sold the merchandise and that the sale 
has been completed in accordance with the terms specified in the 
contract under which the merchandise was delivered. 

Section 9. The term “guaranteed sale,” as used herein, is 
defined to mean a sale made with a guarantee by the whole- 
saler or distributor that if the merchandise sold to the customer 
is not resold by said customer, the latter shall have the right 
to return said merchandise, or any part thereof, to the whole- 
saler or distributor for cash, credit or exchange. 

Section 10. The term “General Code,’ as used herein, is 
defined to mean the Code of Fair Competition for the Wholesal- 
ing or Distributing Trade. 

Section 11. The term “Supplemental Code,” as used herein, 
is defined to mean this Supplemental Code of Fair Competition 
for the Wholesale Jewelry Trade. 

Section 12. The term “General Code Authority,” as used 
herein, is defined to mean the General Code Authority author- 
ized by Section 2 of Article VI of the General Code. 

Section 13. The term “Divisional Code Authority,” as used 
herein, is defined to mean the Divisional Code Authority for 
the Wholesale Jewelry Trade, a division of the Wholesaling or 
Distributing Trade. 


ARTICLE III.—Administration. 
Supplementing Article VI of the General Code. 


Section 1. A Divisional Code Authority is hereby established 
which, in addition to the members appointed by the Adminis- 
trator, shall be composed of twenty-one (21) members, three 
(3) of whom shall be representative of the Men’s Novelty 
Jewelry Trade, and eighteen (18) of whom shall collectively 
be representative of the following branches of the Wholesale 
Jewelry Trade: clocks, watches, watchmakers’ and jewelers’ sup- 


THE JEWELERS’ CIRCULAR 
for September, 1934 








diamond jewelry, silverware, precious metals, jewelry 
Such representatives shall be 


plies, ; ! 
and novelties, and gift ware. 
elected as hereinafter provided. 


Section 2. (a) The three (3) representatives on the Divi- 
sional Code Authority to be elected by the Men’s Novelty Jewel- 
ry Trade shall be nominated by an Electoral Committee com- 
posed of officers of the National Wholesale Men’s Novelty 
Jewelry Association. In selecting these nominees and in con- 
ducting the election the Electoral Committee shall provide for 
adequate representation of all members of the Men’s Novelty 
Jewelry Trade including those who are not members of the 
National Wholesale Men’s Novelty Jewelry Association. 

(b) Within ten (10) days after the effective date of this 
Supplemental Code, the Electoral Committee shall prepare bal- 
lots, on which shall be listed the three (3) nominees selected 
as provided in paragraph (a) of this Section 2. 

(c) The ballots prepared by the Electoral Committee shall 
contain, in addition to the names of the nominees selected by 
such Committee, three (3) blank spaces in which any member 
of the Men’s Novelty Jewelry Trade may write his personal 
choices. Such ballots shall be mailed to every member of the 
Men’s Novelty Jewelry Trade ascertainable after diligent search 
by the Electoral Committee. Each ballot shall have attached 
to it a statement of assent to and compliance with this Supple- 
mental Code and the General Code. 

(d) Twenty (20) days after the mailing of these ballots the 
Electoral Committee shall publicly open and count the votes 
which it has received. Only those ballots shall be counted which 
have attached to them signed statements of assent to and com- 
pliance with this Supplemental Code and the General Code. 
The three candidates receiving the largest number of votes shall 
be declared elected. 

(e) The Electoral Committee shall certify to the Adminis- 
trator the method of election of these three members and the 
results of such election. 

Section 3. (a) The election of the eighteen (18) members 
of the Divisional Code Authority representing the several 
branches of the Wholesale Jewelry Trade shall be conducted 
by an Electoral Board composed of the President of the National 
Wholesale Jewelers Association, the President of the Silverware 
Wholesalers Association, and one other person selected by the 
above two. 

(b) This Electoral Board shall send out nominating ballots 
to every member of the Trade (except those primarily engaged 
in the distribution of men’s novelty jewelry) discoverable by 
diligent search. Each such ballot shall have attached to it a 
letter of assent to and compliance with this Supplemental Code 
and the General Code. Each voter shall be entitled to eighteen 
(18) votes which he may distribute among several candidates 
or cast all for one candidate, as he sees fit. 

(c) Twenty days after these ballots have been mailed the 
Electoral Board shall publicly count those votes which it has 
received. Only those ballots shall be counted which have 
attached to them signed statements of assent to and compliance 
with this Supplemental Code and the General Code. The thirty- 
six (36) persons receiving the largest number of votes shall 
be declared to be candidates. 

(d) The Electoral Board shall then prepare ballots contain- 
ing the names of these thirty-six candidates together with at 
least nine (9) blank spaces in which voters may write their 
personal choices. Such ballots shall be sent to all those mem- 
bers of the Trade to whom nominating ballots were originally 
sent. To each ballot shall be attached a statement of assent 
to and compliance with this Supplemental Code and the General 
Code. 

(e) Each voter shall have eighteen (18) votes which he may 
distribute among several candidates or cast all for one candi- 
date as he sees fit. 

(f) Twenty (20) days after these ballots have been mailed 
the Electoral Board shall publicly count those votes whith it 
has received. No ballot shall be counted which is not accom- 
panied by a signed statement of assent to and compliance with 
this Supplemental Code and the General Code, or by a state- 
ment that such statement of assent and compliance has previ- 
ously been filed, which statement upon examination proves to 
be correct. The eighteen (18) candidates receiving the largest 
number of votes shall be declared to be elected. 

(g) The Electoral Board shall certify to the Administrator 
the method of election and the results thereof. 
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Section 4. (a) Two (2) of the three (3) members represent- 
ing the Men’s Novelty Jewelry Trade on the Divisional Code 
Authority shall hold office for one (1) year and one (1) for 
two (2) years, the tenure of office of each to be decided by 
casting lots. 

(b) Nine (9) of the remaining eighteen (18) members of the 
Divisional Code Authority shall hold office for one (1) year 
and nine (9) for two (2) years, the tenure of office to be 
decided by casting lots. 

Section 5. The successor to any member of the Divisional 
Code Authority, whether to fill an unexpired term or a full 
new term, shall be nominated and elected in the same manner 
as provided in Sections 2 and 3 of this Article. 

Section 6. (a) The Divisional Code Authority shall elect 
from among its members an Executive Committee of five (5). 
The Administration Member or Members of the Divisional 
Code Authority shall function as members of the Executive 
Committee to the same extent as on the Divisional Code Au- 
thority. 

(b) The Executive Committee shall have such powers and 
duties as may be fixed by the Divisional Code Authority in its 
by-laws, provided that all of the acts of this Committee shall 
be subject to the review and disapproval of the Divisional 
Code Authority. 

Section 7. The Divisional Code Authority shall have the fol- 
lowing duties and powers, in addition to those prescribed in the 
General Code, subject to such rules and regulations as may be 
prescribed by the Administrator: 

(a) To appoint a Trade Practice Committee, which shall 
meet with the Trade Practice Committees appointed under such 
other Codes as may be related to the Trade, except other Supple- 
mental Codes to the General Code, for the purpose of formu- 
lating Fair Trade Practices to govern the relationships between 
production and distribution employers under this Supplemental 
Code and under such others, to the end that such Fair Trade 
Practices may be proposed to the Administrator as amendments 
to this Supplemental Code and such other Codes. 

(b) To appoint a Regional Committee in each of such regions 
as the Divisional Code Authority may establish to assist the 
Divisional Code Authority in administering this Supplemental 
Code and the General Code; provided, however, that nothing 
herein shall relieve the Divisional Code Authority of its respon- 
sibilities as such. 

(c) To organize, elect officers, hire employees, appoint agents, 
and perform such other acts as may be necessary for the proper 
administration of this Supplemental Code. 

(d)) To adopt by-laws, rules and regulations for its pro- 
cedure. 

(e) To use such trade associations and other. agencies as it 
deems proper for the carrying out of any of its activities pro- 
vided for herein; provided, however, that nothing therein shall 
relieve the Divisional Code Authority of its duties or responsi- 
bilities under this Supplemental Code and that such trade asso- 
ciations and agencies shall at all times be subject to and comply 
with the provisions hereof. ; 

(f) To obtain from members of the Trade such information 
and reports as are required for the administration of this Sup- 
plemental Code. In addition to information required to be sub- 
mitted to the General Code Authority and to the Divisional 
Code Authority, members of the Trade subject to this Supple- 
mental Code shall furnish such statistical information as the 
Administrator may deem necessary for the purposes recited in 
Section 3 (a) of the Act to such federal and state agencies as 
he may designate; provided that nothing in this Supplemental 
Code shall relieve any member of the Trade of any existing 
obligation to furnish reports to any governmental agency. No 
individual report shall be disclosed to any other member of the 
Trade or any other party except to such other governmental 
agencies as may be directed by the Administrator. 

(g) To appoint, within one month after the effective date of 
the Supplemental Code, a committee so constituted as to give 
producer, consumer, and governmental representation satis- 
factory to the Administrator, to make a study with a view to 
the establishment of classifications and standards of quality of 
staple products of the Trade, wherever such standards are 
deemed feasible. The findings and recommendations of this 
Committee shall be submitted to the Administrator within six 
(6) months of date of appointment and after such hearings and 
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Credit Jewelers to Gather at Chicago 


Eighth Annual Convention of National Body to be Held at Hotel Sherman 


Sept. 24 to 28 Where Exhibits Will Be Offered by 
Seventy Manufacturers 


Cuicaco, Aug. 11.—The National Association of 
Credit Jewelers, whose eighth annual convention and 
jewelry exhibition will be held at Hotel Sherman, Chi- 
cago, Sept. 24 to 28, inclusive, has completed its prepara- 
tions for what is expected to be the greatest convention 
in a number of years. President Charles F. Baumrucker 
cordially invites every jeweler, whether cash or credit, or 
whether a member of the association or not, to attend this 
great convention. 

The exhibition space has been entirely sold and 70 
leading manufacturers will display their complete lines 
in 90 spaces. Many of them have advised the association 
that they were not only preparing a special display but 
are preparing to show new lines to jewelers who will 
attend the convention. 

The railroads cooperating with the association are offer- 
ing three classes of reduced fares as follows: 

(a) The usual special convention rate of fare and one- 
third for the round trip with regular Pullman rates, 
leaving any time, with a 30-day return limit. (If you use 
this rate, says Secretary J. Frank Newman, be sure to ask 
for certificate when buying your ticket. ) 

(b) Special 15-day return limit of fare plus 25 per 
cent for the round trip. Pullman fare on this ticket one 
and one-half for the round trip. With this ticket, how- 
ever, you may leave your home city only on Tuesdays and 
Saturdays. 

(c) Special 30-day return limit fare of one and one- 
half fare for round trip with regular Pullman rates, but 
good only on Tuesdays and Saturdays. Consult your local 
ticket agent. It is expected that these fares will greatly 
aid in boosting the convention attendance. 

The association has also prepared a fine business pro- 
gram, and, while there may be some last-minute changes, 
it will be about as follows: 


Mownpay, SEPT. 24 


9:00 A.M. Registration 
Inspection of Exhibits 


11:00 A.M. Opening Session—Ballroom 
Address of Welcome: Charles F. Baumrucker, 
President, National Association of Credit 
Jewelers 
2:00 P.M. Inspection of Exhibits 
TUESDAY, SEPT. 25 
10:00 A.M. Session: Louis XVI Room—The Retail Jewelry 
Code and its enforcement, William D. Mc- 
Neil, Chairman, National Retail Jewelry 
Trade Council 
1:00 P.M. Inspection of Exhibits 
Ladies’ Bridge Luncheon 
2:30 P.M. Session: Louis XVI Room—Continuing Discussion 
of Retail Jewelry Code and its enforcement 
Inspection of Exhibit 
WEDNESDAY, SEPT. 26 
10:30 A.M. Session: Ballroom—Discussion of Retail Optical 


Code and Wholesale Jewelry Code 


44 





Balance of 
Day Inspection of Exhibits 
6:30 P.M. ANNUAL BANQUET AND ENTERTAINMENT 
—Grand Ballroom—Ladies and Gentlemen— 
Formal 
THURSDAY, SEPT. 27 
11:00 A.M. Round Table Session—Advertising and Store Pro- 
motion; Inventory and Stock Control; Re- 
opening Old Accounts; Gift and Art Depart- 
ments; General Subjects 
Inspection of Exhibits 
2:00 P.M. Annual Business Meeting: Ballroom (Members 
Only) ; Election of Officers 
Inspection of Exhibits 
Fripay, SEPT. 28 
10:30 A.M. Session: Ballroom — Local Associations — Their 


Value and Usefulness 
Inspection of Exhibits 
FINAL ADJOURNMENT 


For the benefit of those who have not seen the previous 
list, a complete list of exhibitors who will display their 
wares is as follows: Louis Adels, Aisenstein-Woronock &. 
Sons, Inc., Art Ivory Manufacturing Co., Art Metal 
Works, Astorloid Manufacturing Co., Baranger Studios, 
Inc., Barth Co., Bausch & Lomb Optical Co., Beaux 
Arts Importing Co., George Bladen, Inc., R. N. Bu- 
chanan, Buffalo Jewelry Case Co., Inc., Bulova Watch 
Co.» Buss-Linthicum-Thorson, Inc., A. Cohen & Sons 
Corp., Continental Silver Co., Inc., Henry Davidson, 
Elgin National Watch Co., England, Klein & Levy, 
S. W. Farber, Inc., General Electric Co., Goldman- 
Kolber Co., Inc., Goodman & Co., Green Sales Co., 
B. E. J. Gross Co., Inc., Paul R. Gruen, Inc., Gruen 
Watch Co., Hamilton Watch Co., Helbros Watch Corp., 
A. Hirsch & Co., International Silver Co., Jennings 
Silver Co., Edwin M. Knowles China Co., Lehman 
Brothers Silverware Corp., Manheimer Watch Co., Man- 
ning Bowman & Co., Marvey Sales Co., Herman Miller 
Clock Co., Mohawk Brush Co., Monarch Watch Co., 
Morlean Co., I. Ollendorff Co., Inc., Oneida Commu- 
nity, Ltd., Pierce Watch Co., Inc., M. A. Reich, Julius 
G. Robins & Co., Inc., Rothman & Baden, Inc., Schless- 
Harwood & Co., J. J. Schmukler & Son, Inc., Shiman 
Brothers & Co., Silberman, Kohn & Wallenstein, Inc., 
Stein-Ellbogen Co., Louis Stern, Inc., Stern & Stern, 
Stetson China Co., Tavannes of America, Inc., Under- 
wood Elliott Fisher Typewriter Co., Walker Watch Co., 
Inc., Warner Jewelry Case Co., Wein & Co., West Bend 
Aluminum Co., Wilson Manufacturing Co., Wolfsheim 
& Sachs, Inc., and John R. Wood Sales Corp. 

On Tuesday, Sept. 25, there will be an unique bridge 
party for the ladies, planned by Mrs. Charles F. Baum- 
rucker, who will be the hostess. The association’s annual 
banquet and entertainment will be held in the Grand Ball- 
room of Hotel Sherman on Wednesday evening, Sept. 26. 
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ONTROLLED DISTRIBUTION means 

more to the retail dealer than he realizes. 
Controlling distribution actually means control- 
ling purchasing, and the dealer who is foresighted 
enough to appreciate what Controlled Distribu- 
tion means for him will, we believe, sell more 
1847 Rogers Bros. and Wm. Rogers & Son Sil- 
verplate than ever before, simply because the 
many hundreds of sales that have previously gone 
into other channels of distribution will now be 
directed toward the retail dealers who feature 
these lines. Actually, when we say the retailer 
closes the sale, we mean that the interest in our 
silverware will be built entirely around the retail 
store. 


We are selling a very small number of whole- 
sale distributors. They are geographically located 
so as to do the best distributing job. The Ap- 
proved Wholesale Distributors who will distrib- 
ute our lines will offer to the dealer the same 
educational assistance as will our direct repre- 
sentatives, as it is our earnest desire to train the 
Approved Wholesalers’ salesmen in the rudiments 
of successful retail selling, just as we do eur own 
salesmen, in order that they may pass along these 
selling ideas to the retailer. 


Thus our Controlled Distribution policy takes 
on added value when we not only send the con- 
sumer to the retailer for 1847 Rogers Bros. and 
Wm. Rogers & Son Silverplate, but also show 
every retailer how to attract this vast market. 
Once it is attracted, the retailer can be reasonably 
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sure that the interest manifested by the consumer 
can be turned into a sale and that he can ring up 
the cash register—with more silverware business 
—with more prospects—and with greater profit. 
The retatiler who appreciates Controlled Distri- 
bution as approved by the International Silver 
Company will, we believe, start in to build a 
silverware business larger than heretofore he has 
thought possible. 


Certainly this step was necessary in view of 
conditions. It is a foregone conclusion that if 
the distributor chain should be broken down, the 
industry would be broken down. If the Inter- 
national Silver Company had not decided to step 
into the breach and do this constructive job, soon 
there would have been few retailers left. We are 
paving the way for better retail business, and we 
trust that International Silver Company’s policy 
of Controlled Distribution will cause every man- 
ufacturer to recognize the rights and welfare of 
every retail jeweler, so that the business the latter 
formerly enjoyed can now be returned to him— 
in much larger volume than ever before. 


A, A fling 


Director Flatware Sales, 
International Silver Co. 

















BOSTON 





I. ALBERTS SONS, INC. 


Estd. 1898 
373 Washington St., BOSTON, MASS. 


are happy to 
announce their appointment as 
APPROVED WHOLESALE DISTRIBUTOR 


for 
1847 ROGERS BROS. 


and 
WM. ROGERS & SON 


under the new plan of 


Controlled 
Distribution 


This forward step has our 
hearty endorsement and you 


are assured of our fullest 





cooperation in attending to 


your requirements. 





Your orders for “Sylvia” 


the new pattern in 1847 





Rogers Bros. Silverplate, 
Wm. 
Rogers & Son newest pat- 
tern, and the “Wedding 
Ring Chest” (Patent Ap- 
plied For) will have most 


also “Burgundy,” 








I prompt attention. 




















rea. u.s. pat.orr. The mark of the 
International Silver Company 
—a guarantee of quality. 

















1847 ROGERS BROS. Wo. RoceErs & SON 
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New Designs 
for New 
Hospitality 





/"” OGERS 
wn. RO Lat 





SON - 





Wm. Rogers & Son Silverplate solves the problem for the aver- 
age family, because, although distinctive, smart and finely made, 
it is popularly priced. “Burgundy,” “Guild” and “Paris” are 
outstanding among the Wm. Rogers & Son patterns designed for 
today. They are also available in the clever Wedding Ring 
Chest that is proving so perfect a gift for the bride. 





Controlled Distribution as Planned by Interna- 
tional Silver Company for 1847 Rogers Bros. 
and Wm. Rogers & Son Lines 


N these days which may be known to our descendants as 
the “New Deal Era” there has been a better and stronger 
movement for a square deal to manufacturers, wholesalers, 
merchants and consumers than has ever before been pres- 
ent in the business world. 

It is this principle to “live and let live” that is or should 
be the basis of the codes of the various business divisions 
working under the NRA. 

For the first time the members of all the chains of dis- 
tribution, from the big manufacturer through wholesaler, 
and retailer to the ultimate consumer, have realized that 
their fundamental principles of business distribution must 
accord, in such a way that each member of the chain will 
get a fair and square deal. It is on these lines that many 
are inaugurating the idea of “protected,” “preferred,” or 
“controlled” distribution, and the effects of such methods 
of distribution are watched with interest both by the pub- 
lic and the business world alike. 

The introduction of “controlled” distribution of watches 
put in effect by the Hamilton Watch Co. was announced 
in the June issue of THE JEWELERS’ CIRCULAR and since 
that time somewhat similar plans have been agreed to in 
other lines. Among the first in the silver plate line to 
announce such controlled distributions was the Interna- 
tional Silver Company, one of the trade’s greatest silver 
firms. They are applying to the sale of two Rogers’ lines 
of plated ware, that of “1847 Rogers Bros.” and “Wm. 
Rogers & Son,” through the wholesale dealers of the 
jewelry and silver-plate industries. The distribution of 
these two lines to the retail jeweler will be confined to 45 
leading wholesalers and their branches covering every 
section of the country. These companies have been se- 
lected to carry out the fundamental fair practices of dis- 
tribution as announced by the makers. 

Controlled distribution controls not only the fair prac- 
tice of the manufacturers but it aids the purchasing by the 
dealer who prepares to distribute his merchandise in a 
suitable market. It does, however, hit directly at the ex- 

(Turn to page 56) 
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C. W. Sweetland & Son, Inc. 


are glad to announce their 
appointment as 


approved wholesale 
distributors of 


1847 ROGERS BROS. 
and 


WM. ROGERS & SON 


Flatware 
and 
Hollowware 


For over 50 years we 
have specialized as 
wholesalers of sterling 
silver and silver plated 
wares. 


We have _ complete 
stocks of the new 


Sylvia 


1847 ROGERS BROS. 


and 


Burgundy 


WM. ROGERS & SON 


and all other flatware 
patterns of these brands. 
We are in a position to 
make prompt shipment 
of all orders. 


W. SWEETLAND & SON, INC. 


373 WASHINGTON STREET 
BOSTON, MASS. 


TELEPHONE LIBERTY 5555 











1847 ROGERS Bros. 


BOSTON 





100% 
APPROVAL 


We approve 100 per cent the new policy 
of CONTROLLED DISTRIBUTION for 


1847 ROGERS BROS. 
WM. ROGERS & SON 


It is a turn to the right for constructive 
merchandising . . . and away from the 
destructive practices which have affected 


the industry. 


Under this plan we have been made 
Approved Wholesale Distributor. We 
know that this new plan will be for your 
benefit as well as our own, and that it will 
be welcomed by every legitimate factor 


in the entire industry. 
a 8 


. Sylvia, in 1847 
and Burgundy in Wm. 
Rogers & Son . . . plus the “Wedding 
Ring Chest” (Patent Applied For), the 


most unique silverware container ever 


Two new patterns. . 


Rogers Bros. .. . 


developed . . . are brilliant evidences of 


the continued leadership of International 


Silver Co. 


Our stocks are complete, and we shall be 


glad to render you prompt service. 


Estd. 1864 


D.C. PERCIVAL & CO., Ine. 


Approved Wholesale Distributor 
No Goods At Retail 


373 Washington St. 


onteol led ) Yeteshition Wo. RoceErs & SON 


Boston, Mass. 


wap Lhe mark of the International Silver Company 


—a guarantee of quality. 


REG. U. S. PAT. OFF. 





































CLEVELAND 





The H. W. BURDICK 
COMPANY 


approves 100 per cent the new policy of 
CONTROLLED DISTRIBUTION for 


1847 ROGERS BROS. 
WM. ROGERS & SON 


AND PRESENTS 
The WEDDING RING Chest 
WITH 


~eo2zacanrank 








1847 ROGERS BROS. WM. ROGERS & SON 


TWO NEW PATTERNS 


and the most unique silverware container 


ever developed— 


Controlled Distribution is your protection. 


Feature these lines. 






Our stocks are complete, and we shall be 


glad to render you prompt service. 


NO GOODS AT RETAIL 


THE H.W. BURDICK COMPANY 
1010 EUCLID AVE. CLEVELAND, OHIO 


Approved Wholesale Distributor 
T The mark of the International Silver Company—a guarantee of quality. 


REG. U.S. PAT. OFF 















1847 ROGERS BROS. Wo. RoceERS & SON 


Cibeolet Dede 





Controlled Distribution 
(From page 54) 


ploiter who in advertising and promotion is willing to cut 
profit and sacrifice the silver-plate market for a slight and 
temporary personal advantage. 

As ‘the head of one of the leading Mid-West jewelers 
explained his views (which are those of most of the pro. 
gressive wholesale organizations) : p 

“We sincerely believe that ‘controlled distribution’ wil] 
give retail jewelers the protection against racketeering 
that they have rightly demanded. ‘The adoption of such 
a plan clearly demonstrates the sincerity of the manufac. 
turer. It is sound, because it means better service and 
ultimate savings to the consumer, and at the same time 
assures a healthy activity of retail and wholesale distsj- 
bution. 

“Controlled distribution means increased business for 
all of us, and also increased obligations. It is the obliga. 
tion of the wholesaler to adhere with no deviation from 
the clear-cut sales policy of the manufacturer. It is the 
obligation of the retailer to cooperate to the end that the 
product is represented properly in his store, and sold at 
the fair retail price. It is the obligation of all of us— 
retailer, wholesaler ar.d manufacturer, to steadfastly hold 
faith, in the realization that controlled distribution is a 
sure cure, but not an overnight panacea. ~The plan is right 
—it will work—but it will take some time to produce 
complete results.” 

In having its “1847 Rogers Bros.” and the “Wm. 
Rogers & Son” lines distributed through 45 selected whole- 
salers, the International Silver Co. will be able to place 
them in the hands of retailers in a way that the latter can 
get the maximum service offered in sales promotion, and 
deal through men who will cooperate in carrying out the 
manufacturers’ sales principles to the utmost, enabling the 
retailers to effectively tie up with the great advertising 
campaign which includes national magazine advertising, 
dealer helps direct mail and newspaper business. 

In connection with the advertising of the “1847 Rogers 
Bros.” which is now contemplated, the company announces 
unusual and important advertising for the new “Sylvia” 
pattern which comes as a capstone to the many descendants 

(Turn to page 62) 























Sylvia... . Marquise ... Her Majesty ... three designs that 
embody the qualities that make the perfect hostess... . Charm 
... Distinction . . . Dignity. 






Inspired by women, created for women and selected by women, 
these three 1847 Rogers Bros Silverplate patterns are being fea- 
tured in a great national advertising campaign. 






Three 
Charming 
Patterns 


















Dedicated 
to 
Women 
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ADD DISTINCTION 
AND 
PERSONALITY . .. . 


The loveliest pattern is immediately enhanced and indi- 
vidualized when it bears the owner’s initials. Pride of 
possession in its first flush makes the time of purchase the 
ideal moment for offering monogram suggestions. 


Many of the newest patterns .. . 
with its lovely oval panel . . . lend themselves beautifully 
to engraving, without sacrificing any of the charm of the 
design. 

The International Silver Co. has prepared a wide 
assortment of monogram styles from the exquisitely fine 
to the impressively decorative. Sell this added service and 
win your share of profits from the mammoth advertising 
campaign that is behind “Sylvia” and other patterns by 
1847 Rogers, Wm. Rogers & Son, Holmes & Edwards, 
and International Sterling. 
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NEW YORK 








especially “Sylvia” | 








One Of The Chosen Few 


We Gladly Endorse The 


1847 ROGERS BROS. 
WM. ROGERS & SON 


PLAN OF 


CONTROLLED 
DISTRIBUTION 


We are confi- 
dent that SYL- 
VIA and BUR- 
GUNDY will 
prove the most 
popular pat- 
terns ever in- 
troduced. 











We are equally - 

confident that the sensational new “WEDDING RING 
CHEST” will prove one of the most successful chests 
ever offered to the trade. This chest is available in 39- 
piece and 69-piece combinations. 


Our stocks are complete .. . . Your orders 


will be filled promptly 
(Approved Wholesale Distributor ) 


L. LURIA & SON 


“The Silver House” 
623 BROADWAY NEW YORK, N. Y. 














NEW YORK 
pieiterserntietninintientmmrn stares <n 


We are happy to 


announce our appointment as 
APPROVED WHOLESALE DISTRIBUTOR 





for 
1347 ROGERS BROS. 


WM. ROGERS & SON 
SILVERPLATE 


under the new plan of 


Controlled 
Distribution 


This forward step has our 
hearty endorsement and you 
are assured of our fullest 
cooperation in attending to 





your requirements. 


Your orders for 1847 
Rogers Bros. Silverplate, in- 





cluding “Sylvia,” Wm. 
Rogers & Son, including the 
new “Burgundy” and the 
“Wedding Ring Chest” 
(Patent Applied For) will 


have most prompt attention. 












j 
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l 
rea. u.s.Pat.orr. The mark of the 4 a 
International Silver Company ga 


—a guarantee of quality. 





A. COHEN & SONS CORP. 
584 BROADWAY NEW YORK, N. Y. 


1847 ROGERS BROS. | fe, ALP EOD teth tion Wo. RocERS & SON 

















WASHINGTON 





Enthusiastically we endorse 


ControHed 
Distribution— 


and present for your consideration 


“WEDDING 


and two of the newest 
silverplate patterns— 


“Sylvia” 
1817 ROGERS BROS. 
and “Burgundy” 


WM. ROGERS & SON 


As wholesale jewelers to the legiti- 
mate jeweler only we doubly 
endorse the new policy of the 
International Silver Company. 


And our pledge stands—To pro- 
tect the retailer and support every 
policy founded on that principle. 
We are proud of being in line for 
a forward march to a better regu- 
lated and more prosperous jewelry 
industry. 


OG 


REG.U.S.PAT.OFF,. 


BLUSTEIN COMPANY. INC. 


Approved Wholesale Distributor 
WASHINGTON, D. C. 


The mark of the International Silver 
Company—a guarantee of quality 





1847 ROGERS BROS. Wo. RoGERS & SON 


Cs trolled a tbiction 
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Controlled Distribution 
(From page 56) 


of this line back to 1847. With this advertising campaign — 
there will be an unusual two-page, four-color advertise. 
ment in the Saturday Evening Post of Oct. 20 (on news : 
stands Oct. 16) that will contain illustrations of all the ¥ 
popular 1847 patterns of the last 87 years. A beautifyl — 
single-color page will appear in the Ladies’ Home Journ] ~ 
in November and Better Homes and Gardens in December, 

There will be another “1847 Rogers Bros.” color ad. 
vertisement in four colors in the Ladies’ Home Journal 
and Good Housekeeping in December with illustrations of 
the “Sylvia,” “Her Majesty” and “Marquise” patterns, 
while extensive advertising of “Sylvia” has been prepared 
for in the Delineator in October, November and December, 
Good Housekeeping in October and November, and Bet. 
ter Homes and Gardens in October and November. 





Fighting Misrepresentation on “Sheffield Plate” 


Misrepresentation of merchandise is one unethical bug- 


| aboo against which all reputable manufacturers of jewelry 
| and silverware are continually fighting. 


On March 17, 1922, the Federal Trade Commission 


| issued an order prohibiting the use of the word “Sheffield” 
| in connection with the sale of modern silver-plated hol- 


low-ware, which order reads in part as follows: 


“This absence of meaning in the trade in conjune- 
tion with what seems to be an accepted meaning on 
the part of the purchasing public, known in the trade 
and relied upon therein, seems to the Commission to 
constitute the use of the word ‘Sheffield’ in connec- 
tion with the sale of silver-plated hollow-ware an — 
unfair method of competition because it tends to — 
deceive and mislead the purchasing public.” 

Despite this order a certain amount of silver-plated 
hollow-ware goods stamped “Sheffield” and “Sheffield © 
Reproduction” is finding its way into department stores 
and other retail stores throughout the country and is being 
advertised and sold under those designations. 

The Silver-Plated Hollow-ware Manufacturers Ser- 
vice Bureau of New York has been carrying on a vigorous 
campaign against this misuse of the word “Sheffield” and 
finds upon investigation that such misrepresented mer- 
chandise is often advertised in local newspapers as “‘Copies 
of Sheffield Designs.” 

As members of the jewelry trade and other merchants ~ 
know, genuine Sheffield ware was manufactured in Eng- | 
land from 1743 for the next 100 years and was made by © 
a process of rolling a thin sheet of silver upon a base metal — 
of copper, whereas all modern silver-plated ware is made © 
by the electrolytic process. Hence to be a true Sheffield © 
“reproduction” the present-day product should be made © 
by the rolling process. But none of it is. 

The bureau reports that in their rush to effect a quick ~ 
turnover the majority of merchant offenders have unwit- ~ 
tingly passed over this matter of misrepresentation, but © 
when approached usually agree to discontinue the practice — 
of using the word “Sheffield” in any form in connection — 
with the sale and advertising of modern silver-plated ~ 
hollow-ware. ; 

It is hoped that through the cooperation of both manu- 7 
facturers and retailers this misleading practice will be — 
completely stamped out. 
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| NETHERLAND PLAZA HOTEL 


CINCINNATI, HIO 
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INCLUSIVE 





TH ANNUAL CONVENTION 





Crowning glory of the Queen City is the Cincinnati 

Union Terminal building, which on March 31, 1933, 

began its function of bringing together the passenger 

service of the seven railroads entering and serving the 

city. The structure is a masterpiece of American archi- 

tecture, designed to symbolize the national life and 
growth of the United States. 


Illustrations through the courtesy of Fellheimer & 
Wagner, architects. 


The Main Concourse—the mural decorations above the ticket 

offices illustrate in chronological panorama the general de- 

velopment of industry and transportation in the United States 

and a history in picture of Cincinnati. Designed by Winold 

Reiss, the murals are done in silhouette glass mosaic set in 
self-colored plaster. 


Cincinnati— 


Plan now to attend the 29th 
Annual Meeting at the Nether. 
land Plaza the week of Sept. 10 


Cincinnati has been 
selected as the Convention City for the 29th annual meet- 
ing of the American National Retail Jewelers’ Association, 
and every indication points to one of the most successful 
gatherings ever held by members of this nation-wide 
organization. Elaborate plans are well under way to 
make the convention well worth the effort and expense 
of a trip to the “Queen City” during the week of Sep- 
tember 10. The Netherland-Plaza Hotel has been desig- 
nated as convention headquarters and ample facilities are 
assured for every convention need. 

Cincinnati greets you and welcomes you to the conven- 


tion. This article is written to tell you something about 


the 1934 Convention City. It is the county seat of 
Hamilton County, Ohio, located on the north bank of 
the Ohio River, and is 306 miles by rail southeast of 
Chicago. Founded in 1788, it was chartered as a village 
in 1802 and incorporated as a city in 1819. So mych for 
its early history. 

The Cincinnati of today is regarded by her citizens as 
“The Best Governed City in America.” That is the 
Queen City’s slogan. : 

Any good citizen of Cincinnati will be able to tell you 
the story. He will speak bitterly about the old days when 
Cincinnati ‘was floundering deep in the mire of political 
bossism, when unscrupulous politicians had a finger in 
most of the business pies, when city streets were dirty 
and ill-paved, schools were poorly staffed, police and fire 
departments were incompetent. In these days Cincinnati 
had the highest per capita indebtedness of any city in the 
United States. The Queen City was discontent, impotent 
and sullen. Her citizens were disgusted, cynical and 
apathetic. Those who know the Ohio metropolis now 
would have trouble stretching their imaginations to em 
compass the great contrast which the new Cincinnati 
presents. In 1924 the boss rule was ended. Ward poli- 
ticians found themselves ousted. Cincinnati substituted 
in their stead the city manager and council plan of gow 
ernment, and today she stands, in municipal government, 
head and shoulders above most of the other cities of our 
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The Convention 


land. Her tax rate in 1932 was the lowest for any city 
of 300,000 population or over. New streets have been 
built, the old ones have been straightened, widened and 
cleaned. Leakage and waste and inefficiency in govern- 
ment have ended. Every penny of the taxpayer’s dollar 
is being returned to him in service. The voters are 
master of their community. Civic spirit and enthusiasm 
have been revived. ‘Today Cincinnati is a shining ex- 
ample of what the modern city should be. 

From the standpoint of industry, this Ohio city now 
stands among the important manufacturing centers of the 
United States. It is said to be the world’s largest pro- 
ducer of soap, machine tools and playing cards. Its varied 
major industries produce laundry machinery, printing 
inks, books, automobile parts, boots and shoes, clothing, 
sheet metal products, drugs and medicines, pianos, air- 
planes and pottery. During the latter part of the 19th 
century Cincinnati was the largest pork packing center in 
the world. Its meat packing industry today is large and 
flourishing. Cincinnati has the largest sporting goods 
manufactory under one roof in the world. More playing 
cards are made in the Queen City than in the rest of the 
world combined. In all, there are 2,200 industrial plants, 
representing 250 industries. 

Cincinnati is a leading bituminous coal center, handling 
over 600,000 cars annually on the Cincinnati terminal 
and nearly 3,000,000 tons additional on the river. The 
river has played an important part in the growth of the 
Queen City. The coming of the steamboat made this 
city the metropolis of the Miami country. It gave Cin- 
cinnati the opportunity of doing business with the Missis- 
sippi Valley and of exporting products through the New 
Orleans gateways. The bulk of commerce between the 
North Central States and the South passes through Cin- 
cinnati. The city is served by eight trunk-line railroads, 
representing 20 per cent of the railroad mileage in the 
United States. Cincinnati is the only city in the country 
owning an interstate railroad, the Cincinnati Southern. 
It is now under lease and is operated by the Southern 
Railway. A municipal airport covering 1,100 acres is 
only 15 minutes from the heart of the city, and there are 
five other airports in the metropolitan area. : 














Detail of the mural on the East wall, showing the 
building of a modern city. 


Viewing industrial Cincinnati through the eyes of her 
citizens, we are well pleased. Of her industrial eminence 
we may well be proud. A healthy industrial life means 
employment and good wages. It makes for a wide-awake 
city, one which will grow and advance steadily. 

The Cincinnati College of Music was founded in 1878. 
This—with the Cincinnati Conservatory of Music and 
the internationally known Symphony Orchestra—has 
focused the musical attention of the nation on Cincinnati 
for more than half a century. 


he art the city 
is prominent. The Cincinnati Art Museum and the Art 
Academy were among the first founded in America. Here 
some of the nation’s greatest masters have studied and 
taught. A well-endowed fine arts institute upholds the 
tradition. Such well-known early American artists as 
Eckstein and Hiram Powers gave an impetus to art in 
the Queen City which was continued by the famous 
Frank Duveneck. The Cincinnati Art Museum owns 
the most complete and representative collection of Duve- 
neck’s works in the world. Students and visitors come 
from all parts of the country to see it. 
The taste and culture of Cincinnatians is reflected in 


(Turn to page 96) 

















Below—East wall mural—limned against the sky is the 
saga of transportation: Indian travois, covered wagon, 
train, plane and dirigible. In the foreground is shown 
the transition from Indian days to that of the sky- 
scraper of today. 




















Above—West wall mural—the development of Cincin- 
nati, showing the pioneer days, the thriving river town 
with its roustabouts, dockworkers and captain; in the 
background is shown the growth of the river shipping 
and the modern skyline. 
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THE GEM OF THE OCEAN 





Pearls are the birthright of every beautiful woman, and 
MIKIMOTO has made them available to every woman without 
overtaxing her means. 


MIKIMOTO CULTIVATED PEARLS have a charm and loveliness 
all their own. They represent a lifetime gift worn always with 
pride and pleasure—and passed lovingly from one generation 
to another. 


By Warrant of Appointment 
= K MKIMOTO. wens 
of Japan ’ 55 E. Washington St. 


New York Office: 551 Fifth Avenue 


HEAD OFFICE: GINZA, TOKYO 
BRANCHES: KOBE, LONDON, PARIS, BOMBAY 





Los Angeles Office: 
649 South Olive St. 











70 THE JEWELERS’ CIRCULAR 
for September, 1934 





Diamonds and Precious Stones in 1933 


Advance Summary of Gem Report by Sydney H. Ball for Bureau 
of Mines to be Published in “Minerals Year Book for 1934” 


WasuHincTon, D. C., Aug. 15.—Information to sup- 
ply the mineral industry and the gem and jewelry trades 
with data on production of precious and semi-precious 
stones is now being continued by the United States Bu- 
reau of Mines under the auspices of Scott Turner, its 
director. But in the new reports an attempt is being made 
to produce the information more promptly than has been 
the custom in the past. Sidney H. Ball, of the engineer- 
ing firm of Rogers, Mayer & Ball of New York and 
well known to the jewelry trade for his work as a mining 
geologist and author on gem subjects, is the compiler of 
the chapter on “Precious and Semi-precious Stones,”’ which 
will be part of “Minerals Year Book for 1934” soon to 
be released by the Bureau of Mines. He has endeavored 
to make this as complete and valuable as possible to min- 
eralogists and gem students. 

In an advance summary of this chapter just given out 
by the Minera! Statistics Division it says in part: 


In 1933 the value of the American production of gems was 
probably less than $20,000. It consisted largely of rose quartz 
from South Dakota and agatized wood from Arizona with a 
little turquoise from the Southwest, a few sapphires and agate 
for the tourist trade from Montana, amazonstone from Colo- 
rado, and a little rose quartz from California. 

Statistics for recent years are not available but from 1880 to 
1924 the American production was valued at $9,800,000, a yearly 
average of $223,000, with a maximum of $534,000 in 1909 and 
a minimum of $60,000 in 1923. 

The year 1933 was a slack period in the precious stone in- 
dustry due to the worldwide depression, shifting of currency 
values, and high tariffs. On the whole, however, employment 
was better in 1933 than in 1932 and the sales trend in American 
jewelry sales is upward, judging from the excise tax from July 
1, 1933, to March 31, 1934, which totaled $37,239,917, or a 57 per 
cent increase over the corresponding period of 1932-33. 


IMPORTS OF DIAMONDS AND COLORED GEMS 


Diamonds, cut and uncut, accounted for a little over 80 per 
cent of the imports of all precious stones, pearls and imitation 
precious stones, in 1933. The following table shows imports of 
precious stones into the United States in 1933. 


Diamonds Carats Value 
COTTE TOT oe oe ere 31,595 $1,662,224 
Sy See OOF 00... .xavincnsnenestenbens 178,937 8,360,283 
Glaziers’, engravers’, and miners’, not set 260,784 1,249,200 

Pearls and parts, not strung or set........  .....- 776,141 

Other precious stones 
GRE: oo ts vueeveeeieaeneve exten 76,038 
Cut, We TEC OOE ss So nck cic use wacker 644,475 

Imitation precious stones, except opaque.... ...... 932,189 

Imitation precious and semi-precious stones, 
opaque, including imitation pearls.......  ...... 11,487 

DD is adeacie awe en tenedeicuaen ait a ele 39,884 


Total imports of all kinds of goods into the United States in 
1933 amounted to 32.5 per cent of the average for the years 
1923-25, whereas the value of diamond imports in 1933 was but 
18.9 per cent of the 1929 value. Even this low total repre- 
sented a gain of 107.3 per cent over 1932. 

The value per carat of cut stones imported into the United 
States reached a peak of $100.07 in 1929. For the succeeding 
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three years the value per carat fell, due partly to decreases 
in diamond prices but largely to the diminishing purchasing 
power in the United States that caused Americans to purchase 
smaller stones of poorer quality. The slight increase in the 
1933 price over that of 1932 is encouraging. 


DIAMONDS IMPORTED INTO THE UNITED STATES IN 1933, BY COUNTRIES 


Rough or uncut Cut, but not set 


Country Carats Value Carats Value 
Ns fiat oe edna 10,432 $591,866 131,942 $5,887,244 
NN aca de velcaes 471 Rie? <<aweca | ~edeeres 
British Guiana ...... 190 EMO cccéca- “eee 
COMM hee ccceexenes iuwte” wae 25 1,003 
OME: diaracis ban elas aeeel~  °Freuwds 478 39,954 
OO eee 105 2,144 47 1,948 
Netherlands ......... 4,196 275,994 45,609 2,314,588 
Switzerland ......... ene sarge 12 1,158 
Union of South Africa 13,423 704,278 177 14,968 
United Kingdom 2,015 63,974 647 99,420 





31,595* $1,662,224 178,937 $8,360,283 


‘Mncludes 763 carats valued at $21,068 not distributed by country of 
origin. 


In 1933, the world’s production of diamonds was approxi- 
mately 3,775,000 carats, worth about $14,100,000. The follow- 
ing table shows diamond production in carats for the past 
four years: 


PRODUCTION OF DIAMONDS BY COUNTRIES, 1930-33, IN CARATS” 











Country 1930 1931 1932 1933 
South Africa: 
ji ee, 2,242,460 1,470,376 307,431 14,149 
Vo) ee 918,706 647,044 488,096 492,404 
3,163,590" 2,119,155* 798,382" 506,553 
BED fe ccecK es 329,823 351,495 367,334 374,000 
| | a rer 115,000 80,000 34,000 
British Guiana .... 110,042 63,479 61,780 
CS Fi 05 ce Hehe es 2,519,300 3,528,200 3,990,069 1,931,000° 
Gale GaGet™ «osc cee 861,119 880,479 842,297 863,722 
Sietre BOGGS. cciccs  - o¢hsnel eeweee 749 32,017 
South-West Africa. 415,047 71,532 kee 
Tanganyika ....... 13,107 7,790 1,391 1,250° 
Miscellaneous 3,000 3,600 3,725 1,825 
’ 7,530,028 7,105,730 6,117,671 3,774,367 


1In 1933 Rhodesia disappeared as a producer and Sierra Leone appears 
for the first time as a producer of some importance; Tanganyika Territory 
is now unimportant. As the South African pipe mines were shut down, 
the year’s production came from the alluvial mines except for about one- 
fifth of 1 per cent produced by debris washers (i.e., tailings treatment). 

2Includes a small quantity of diamonds recovered from tailings retreat- 
m SEstimated. 

The quantity and value of 1933 production was about 62 
per cent and 81 per cent respectively of that of 1932. The 
value of the 1933 output was about one-fifth that of normal 
years; an unusually large per cent of the production was bort, 
and material suitable for cutting amounted to only about 55 
per cent of comparable production in 1932. 

The demand for diamonds for industrial purposes is a good 
barometer of business activity, and the increase in sales during 
1933, first noted in Germany and later in America and England, 
indicates world revival of business. A scarcity of industrial 
stones exists, the South African pipe mines are shut down and 
Brazilian carbonado production was but one-third of the usual 
output. Demand picked up in March and continued strong 
throughout the year with shortages in better grades. 
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Why the Diamond Trade 


Ever Before as a Result 





W hat is probably 


the fullest and clearest description of the methods and 
plans by which diamond production of all the South 
African fields is now controlled in the selling end, was 
outlined in the speech by Sir Ernest Oppenheimer, chair- 
man of the DeBeers Consolidated Mines, Ltd., at the 
46th annual meeting of the shareholders of that company, 
held at Kimberley, June 8. 

So generally has this subject been referred to and quoted 
among mining and financial experts and publications 
and so many have been the requests to THE JEWELERS’ 
CircULAR from members of the jewelry trade to publish 
Sir Ernest’s remarks in full, that we have felt it necessary 
to do so, even though comments on it have appeared here- 
tofore. While lack of space forbids the entire report of 
Mr. Oppenheimer, we publish herewith the most part, 
which covers the situation in connection with the pro- 
duction of diamonds and the steps taken that evolve the 
various companies that have now resulted in the control 
of the product. This included the effect on the mining 
companies, the alluvial fields and the fields which the 
South African government owns or controls, the Govern- 
ment now participating, with the others, in the sales of 
all South African diamonds by the Diamond Producers 
Association. The Government’s quota covers not only the 
present State digging, but of all the Government’s dia- 
mond rights, present and future in the Namaqualand. 

Sir Ernest in his report in dealing with the accounts 
of the company explained that the profit for the year of 
the company was £128,589 and this together with the 
unappropriated balance at Dec. 31, 1932, amounting to 
£777,727, leaves an unappropriated balance carried for- 
ward of £905,866. He then explained the situation as 
to the company’s control of diamonds as follows: 

I am sure that shareholders will look with some satisfac- 
tion upon the fact tuat during a year of depression like 1933 
we have yet succeeded in earning a small profit. It is not 
unreasonable to look upon this profit as a sign that the corner 
has been turned and that we are on the way to better times. 

At the last general meeting, Mr. Pollak, who was in the 
chair, told you that the Government had provisionally approved 
a draft agreement to regulate the future conduct of the business. 
This agreement had for its principal objects, firstly, to insure 
that the output of all the important South African Producers 
- was sold through one channel; secondly, to prevent production 
from outstripping demand, and thirdly, to remove the danger 
that the large stock in the hands of the Diamond Corporation, 
Limited, might be forced upon the market. I am happy to say 
that the agreement which meets all these vital points in a 
thoroughly satisfactory manner, has now been completed and 
signed by all the interested parties. 


Formation of Producers’ Association 


In the first place, the producers have formed themselves into 
an association for the apportioning of the available trade, and 
have agreed to sell no diamonds except through the Association. 
This means really a consolidation of the practice of Inter- 
Producers Agreements, but the scope of the old system has been 
very much enlarged, for the members of the new Producers 
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Association include not only the Conference Producers, but also 
Koffyfontein Mines, Limited, the Cape Coast Exploration, 
Limited, the Government of the Union of South Africa and 
the Diamond Corporation. A Board of Management has been 
appointed consisting of the Hon. J. S. Smit (Chairman) and 
Mr. G. MeNeight, representing the Union Government and 
the Administrator of Southwest Africa, Mr. E. H. Farrer, 
representing the Producers. This Board has been .granted 
powers to carry out the main objects of the Association and 
their decisions must be unanimous. A London Committee to 
deal with matters which may arise in London has also been 
formed, consisting of Sir Frank Meyer, the Deputy Chairman 
of this Company, as Chairman, Mr. J. B. Joel, representing 
the Diamond Corporation, and Mr. J. H. Dimond, late Union 
Trade Commissioner in London, representing the Government. 

A necessary provision of the Deed of Constitution of the 
new Association was the cancellation of all the previous Sales 
Agreements relative to the marketing of the Conference Pro- 
ducers diamonds. Since its formation, the Association has 
entered into an agreement for the sale of its diamonds with 
a new company known as the Diamond Trading Company, 
Limited, which has been formed by the Diamond Corporation, 
Limited. The terms of this agreement are very advantageous 
to the Producers. 

I have already mentioned that the members of the Associa- 
tion have agreed to make all sales through the Association and 
the Government has accordingly closed their separate selling 
office. As a result the Diamond Trading Company is the sole 
channel for the sale of diamonds both in London and South 
Africa. I need not remind you that “Sales through one 
channel” is one of the essentials of a sound diamond trade. 
The new company will maintain parity of prices and assort- 
ment strictly as between London and Kimberley, so that local 
cutters will, on the one hand, be certain of the full benefit of the 
10 per cent Export Tax, but will receive no other benefits 
through the assortment or composition of the parcels. 

In becoming a member of the Association the Government 
has accepted a quota like the other Producers of a percentage 
of the sales effected by the Association and no longer reserves 
to itself the right to a minimum annual sale without regard 
to the state of the market. The Government quota is in respect 
not only of the present State Diggings, but also of all the Gov- 
ernment’s diamond right in Namaqualand, present and future. 
Apart from Crown lands almost all the ground in Namaqua- 
land that is thought likely to contain diamonds has either been 
acquired by or is under option to the Cape Coast Exploration, 
Limited. You will understand, therefore, that the fact that this 
Company and the Government have joined the Association and 
accepted quotas means that the output from Namaqualand, 
which might easily have assumed dangerous proportions, will 
be limited to a fixed proportion of the volume of world trade, 
and you will appreciate what a very great protection this is 
to your Company and the other established Producers, with 
the communities dependent upon them. 

With Namaqualand under control, the only South African 
deposits still outside the scope of the Association were the public 
alluvial diggings. The Government has, however, declared 
their intention only to proclaim new ground when to do so 
would not be against the general interests of the trade. If, 
nevertheless, the alluvial production should at any time become 
abnormally large, the Producers Association has the power to 
buy up the excess above what can reasonably be absorbed by 
the market. In this way the total amount of diamonds put on 
the market by South Africa as a unit will never be in excess 
of the demand, and the danger to the stability of prices through 
an excessive alluvial production in the Union no longer exists. 
Of equal or perhaps even greater benefit to the trade than the 




















me Gs. 


HART ZBERG’ 


Makers of Platinum Jewelry 


. miporters of Diamonds 

















—— 


“Queen « Orient’ 


FINEST CULTIVATED PEARLS 


We have the largest collection of carefully selected, 
well matched necklaces, smooth, lustrous Pearls of un. 
surpassed qualities. 

Wide assortment of large size South Seas Cultivated 
fine round Pearls, button and pear shapes. 


Single Pearls of all descriptions, scarf pins, studs, 
rings, earrings in Gold and Platinum. 

The “QUEEN of the ORIENT” Cultivated Pearls, 
while the best on the market, are also the most advan. 
tageous in prices. 


Star Sapphires 


STAR RUBIES — CATS 
EYES — ORIENTAL SAP. 
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mounted. 


We import direct on a large 
scale from our offices in 
India and the Orient, be- 
cause of this fact we are 
able to offer our merchan- 
dise at the right prices. 
Inquiry invited. 
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Branch Offices: Antwerp, Colombo, Bangkok, Shanghai, Kobe, Singapore 
Chicago Office: Heyworth Building 
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A College Education! 


Fo Those Who Had None: 
The CERTIFIED GEMOLOGIST course is now 


available to you. It teaches not only the science 
of gems but includes a fundamental education 
in the arts and sciences, physics, chemistry, 
geology, mineralogy, metallography, physiology, 
sociology, ethics, color and design. A complete 
education in subjects more applicable to your 
business than is obtained in any regular college 
course. 


For Those Who Had One: 


The C.G. course offers the opportunity to com- 
plete your education in the specialized subjects 
which assist you to obtain maximum results in 
profit and happiness in your present vocation. 


Establishing a Profession! 











Gemological Institute of America 
3511 West Sixth Street Los Angeles, Calif. 
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arrangements that I have just described for the control of pro- 
duction is the fact thei the Diamond Corporation, in becoming 
a member of the Producers Association, has agreed to dispose 
of its stock gradually over a long period in an agreed propor- 
tion to the sales of the Producers. The Corporation has, in 
effect, agreed to look upon its stock as though it were a mine, 
and has accepted in respect of it a quota on a sliding scale, 
small when times are bad and rising as the volume of business 
increases. By such an arrangement not only will the Producers 
at once participate in sales, but their participation is, as com- 
pared with that of the Diamond Corporation, greater in a 
small market; in other words, they have not to wait until the 
Diamond Corporation stock has been absorbed before they can 
sell, nor do they have to wait until the market is large before 
they get an important share of the trade. Apart from this, 
the confidence that has been created in the diamond market by 
the knowledge that the Diamond Corporation’s stock will only 
be disposed of gradually over a long period cannot fail to 
be of the greatest benefit to all Producers of diamonds. 


‘Taking up the details in regard to the negotiations of 
agreements, by which the above was possible, Sir Ernest 
explained that they were not obtained without encounter- 
ing serious difficulties, which called for important internal 
agreements and the readjustment of the obligations exist- 
ing between the various parties concerned. He explained 
these problems and the statements made by the company, 
the redemption of shares, and changes of the debentures, 
etc., and told how much each party had contributed fairly 
toward the settlement, including the Government. He 
then went on to say: 


Trade Placed on Sound Basis 


As a result of the new agreements that have been made the 
trade in diamonds has been placed on a much sounder basis 
than ever before. It must not be forgotten, however, that no 
organization, however excellent, can of itself make the trade 
prosperous; for this, good times must return to the world in 
general and to the United States in particular. Much was 
hoped of the World Economic Conference, and its failure was 
certainly a setback. No one, however, can doubt that during 
the last year the world has moved a considerable way out of 
the depths of the depression. An economic trend proceeds 
from so many complex causes and gathers such momentum from 
its own speed that once started it is a most difficult thing to 
stop. Just as no remedy proved adequate to arrest the headlong 
course of the depression, so we can confidently believe that 
even the failure of an economic conference will not be sufficient 
to prevent the return of prosperity. This much is certain: an 
organization has been created which, if necessary, will enable 
us to face a continuation of the depression without disaster, 
and which, when good times do return, will allow us to take 
the greatest possible advantage of them. 

The new arrangements which I have just described, though 
possessing certain novel features, have, as their aim, the 
maintenance of the principles in regard to the marketing of 
diamonds which the founders of your Company laid down, 
and which their successors up to the present time have fol- 
lowed, recognizing them as essential to the interests of the 
trade. It is true that the structure is different, but that is due, 
not to any change in policy, but merely to the altered circum- 
stances which obtain today. The goal at which we are aiming 
is the same as that to which Mr. Rhodes and his colleagues 
aspired at the time this Company was formed, and given com- 
parable world conditions, we shall, I am convinced, attain 
equal success. 


‘ Close Cooperation 


As the owners of predominant shareholdings in other pro- 
ducing companies your Company has been able to secure close 
cooperation in all matters pertaining to the industry, and in 
particular adherence to those cardinal principles the main- 
tenance of which has been recognized by all interested and in- 
structed parties, including the Governments of the Union of 
South Africa and the Mandated Territory of Southwest Africa, 
as essential for the prosperity of the diamond trade. 
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On the subject of price, it is both logical and common ex- 
perience that in the acquisition of a predominant shareholding 
the market quotation of the shares on any particular day can- 
not be accepted as the main, let alone the sole, criterion of their 
worth. The important factors are the intrinsic merits of the 
undertaking and the advantage accruing through the pur- 
chaser being able to exercise beneficial influence of the nature 
referred to above. 

Criticism has been levelled recently against the method of 
payment adopted by your Board for the shares in the Jagers- 
fontein, Consolidated and Cape Coast Companies, and this not- 
withstanding that the subject was fully dealt with by me at the 
annual general meetings held in 1931 and 1932. I propose, 
therefore, to deal once more now with this question. 

At the time of the former meeting it was the intention to 
pay for these purchases through the issue of deferred shares 
in the Company, as was done in the case of the balance of the 
Premier shares. To permit of this, extraordinary general 
meetings were held, at which shareholders granted authority 
to the Board to make the necessary increase in capital. At 
these meetings, however, a suggestion was made by a share- 
holder that to avoid disturbing the equity in the Company of 
the then existing shareholders payment should be effected by 
means of a debenture issue. The Board undertook to examine 
this proposal, and after full consideration it inquired of the 
vendors of the shares whether they would be prepared to accept 
debentures in payment. It is on record that the latter replied 
that they would accept deferred shares or debentures, which- 
ever the Board might decide. Bearing in mind the representa- 
tions that had been made, the Board resolved to pay by way 
of debentures and in this way to preserve the equity of the 
existing shareholders. 

I now come to your Company’s interest in the Diamond 
Corporation. As you know in 1926 the tremendous alluvial de- 
posit at Lichtenburg was discovered. It was not possible in 
the first instance to prevent an unreasonably large quantity 
of diamonds being produced from this area and the diamond 
market was only saved from collapse by the prompt action of 
the firms of the old Syndicate who stepped in and bought mil- 
lions of pounds worth of diamonds. The trade was scarcely 
beginning to recover from the shock of Lichtenburg when the 
spectacular Namaqualand discoveries were made. The Syndi- 
cate had again to step in to buy the huge quantities of dia- 
monds produced from the fabulously rich Merensky claims, 
and from the State diggings. 


Competition in Selling Should be Eliminated 


Ever since the formation of the London Syndicate during the 
depression of 1892-3 your Company has understood how vital 
it is to the well-being of the producers that competition in 
selling should be eliminated, and that the marketing of diamonds 
should be in the hands of a strong organization. To this end 
your Company has on more than one occasion showed itself 
willing to make sacrifices. Thus, in 1907, De Beers agreed, in 
order to enable the Syndicate to tender for the Premier Com- 
pany’s diamonds, to forgo £100,000 per month of its own 
deliveries and when the diamond fields in Southwest Africa 
were discovered De Beers again helped to meet the situation 
by participating in the purchase of diamonds from the German 
Regie. 

For many years it was the aim of your Company itself not 
only to control the production, but also have a substantial voice 
in the marketing of diamonds, and your directors have often 
considered the possibility of forming a buying and selling 
company for this purpose. To do this naturally involved — 
putting up large sums of money, and there was in addition 
the very great difficulty that any such company could only suc- 
ceed if it could make use of the technical skill of the members of 
the old Syndicate and more important still if it could count on 
the goodwill of the Syndicate in making contracts with other 
producers. 

The idea of a buying and selling company had, on account 
of these difficulties, been in abeyance for some time when it 
received great impetus as the result of the Lichtenburg and 
Namaqualand discoveries. As I have already mentioned, the 
Syndicate made enormous purchases from these sources in 
order to protect the market, and De Beers and the other con- 


(Turn to page 143) 





























~Aatuce LATE (GEORGIAN 


the New sterling by 
(GORHAM 


Gorham’s new sterling, Late Georgian, is a beautiful period design, especially 
attractive to your customers who delight in English silver—or the early Colonial 
type. It is a pattern that is going to be asked for, and talked about, for we are 
featuring it in nearly 4,000,000 copies of the favorite magazines this September — 
Good Housekeeping, Cosmopolitan, Vogue, Harper’s Bazaar, House & Garden. 


This new Gorham pattern has also been chosen for the formal dinner table of | 
the Model Sloane House, New York City. Last fall 240,000 people visited this | 
model home display. Many more are expected this year—and many of these visitors 
will be your customers. Take advantage of this merchandising, this advertising, | 
and Gorham’s unfailing co-operation. Feature Late Georgian in your store—enjoy 
the prestige and protected profit that every Gorham sale gives you. 


De GORHAM G@ 
Wichiendaitiled-necwns 


6 W. 48th Street, New York City 
10 S. Wabash Avenue, Chicago 


ST EB LIN G mcm sent ser tent 


AMERICA’S LEADING SILVERSMITHS. MAKERS OF EVERYTHING IN 
STERLING SILVER, BRONZE & GOLD. SPECIAL COMMISSIONS SOLICITED. 
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Below—Trophies displayed in a show window 
at the store of L. C. Martin, West Palm Beach, 
Fla., many of which were awarded for the 
Palm Beach International Regatta held this 
year. 








Above—Here are some of the awards that went to 

winners competing at the second annual Horse Show of 

the Hillcrest Saddle Club. The order was obtained by 
T. S. Terry, Bartlesville Okla. 


Do You Sell Trophies? 


Tie jeweler who 


devotes time and effort to the sale of trophies not only 
profits thereby but also adds to the number of prospective 
buyers of jewelry and allied lines. A considerable number 
of retail jewelers have seen the advantage of going after 
this trophy business, and among them is T. S. Terry, 
Bartlesville, Okla. As an example of his success in this 
direction, attention is called to the window display shown 
herewith of the trophies supplied for the Second Annual 
Horse Show of the Hillcrest Saddle Club. The show was 
an outstanding event and attracted attendance from a 
wide area. 

How did Mr. Terry go about getting this excellent 
order? Here is what he says in reply to an inquiry by 
THE JEWELERS’ CIRCULAR: 

“In this instance, as in most cases, as soon as we learned 
that the event was to take place, we called on the chair- 
man of the show and solicited the business. In a few days 
we placed in his hands trophy catalogues from the various 
silver factories. From time to time, as we secured infor- 
mation that might help the committee in making the 
selection, we would talk with the chairman about the 
matter. When they had secured the list for the trophies 
and were ready to place the order, a representative from 
one of the factories was in Bartlesville, and the chairman 
of the show, together with his committee, passed two eve- 
nings in our store looking over trophy samples the repre- 
“sentative had with him, and from that, the catalogue and 
suggestions from us they made their selection.” 

Althea Terry, who designs and trims the windows for 
the store, prepared a special window, using the official 
show colors, green and white, together with a silver cloth 
for the floor. The fan effect used on the floor was made 
from pleated sateen with black edge trim. The prize 
ribbons, show cards and silver-and-green festoons were 
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used as a background. This window was put in about 
three weeks before the show opened. 

Horse shows are, of course, not the only events that 
call for trophies. The other illustration on this page 
shows a window in the store of L. C. Martin, West Palm 
Beach, Fla., in which are displayed trophies sold for the 
Palm Beach Yacht Club International Regatta held at 
Palm Beach earlier this year. At the extreme left is the 
Colonel Bradley trophy, and under Mr. Martin’s name is 
the Jack Dempsey challenge trophy. The trophies are 
the product of the R. Wallace & Sons Mfg. Co. 

“We have enjoyed a nice business in trophies for sev- 
eral years and anticipate doing even more this season, as 
our store is the only one in this community that goes in 
for trophies in a big way,” says Mr. Martin. 


Now is the time 


to establish contacts for the sale of sports trophies for the 
fall and winter season. Football games have already been 
scheduled by many schools and colleges, and ‘these events 
offer excellent selling opportunities for wide-awake jewel- 
ers. Hockey, basketball and many other winter sports 
events are being arranged. All these call for trophies of 
one kind or another, and the jeweler is the logical mer- 
chant to get this business. 

A friendly interest in your local school, which includes 
attendance at the athletic games, will help to develop 
business for your store. Get acquainted with the students 
and teachers and with the school athletic coaches. Invite 
them to visit your store. 

Use window displays to show trophies won by your 
local school teams before important games. College and 
school banners and photographs of the teams will help to 
give the proper atmosphere and aid in centering public 
attention on the events. 
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gm sales promotion of Rose Point 


attains the highest standard of advertising arts 










; elegance, artistry of execution, good taste 


and drama. Wallace is working spiritedly 
THIS $1000.° GENUINE ROSE POINT VEIL 


with its Rose Point retailers in following the 


direct path to the consumer's eye . . . which 


We are directing these young women to the Jeweler’s establish- leads straight to her heart and to Ler purse 


inent where they must first see the pattern before entering contest 
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Interior of the store of Mappin & Webb, Montreal, Canada, showing stairway leading to the balcony. 


"Select Silverware for Service,’ 


Says Kenneth G. Mappin 


Quality merchandise, carefully prepared 
direct mail and newspaper advertising and 
appealing window displays, combined with 
courtesy and dignity, built this store's prestige 


By A. V. Mackenzie 


—_— the philosopher 
once wrote, in intent, that if a man made merely a better 
mouse-trap than his neighbors, and that if he built his 
house in the heart of a wood, the world—meaning those 
folk who seek ever the superlative products of the skill 
and ingenuity of men—would find its way to his door! 

In a measure at least that has been the long experi- 
ence of Mappin & Webb Limited, one of the world’s 
present-day greatest firms of silversmiths, in sale of 
the distinctive silverware produced in its workshops in 
England and in Montreal, Canada. For if Mappin & 
Webb (Canada) Limited avails itself, as it does, of 
utterly up-to-the-minute sales psychology and method, it 
manifests in its use of modern sales procedures a deliber- 
ate dignity and an unfailing conservatism that never for 
a moment permits itself to lose sight of the matter of first 
importance . . . the quality of the thing it sells. Price 
figures, of course—but quality is the dominant considera- 
tion. This, in application, covers equally a sale of a 
single piece of distinctive solid silver costing thousands of 
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Kenneth G. Mappin, Managing Director 


dollars, and a simple fork or spoon at, say, a dollar. It 
is scarcely necessary to suggest that “bargains” are not 
sought in the Mappin & Webb show-rooms. 

If this suggests an ideal too top-lofty for the man-in- 
the-street reader, it may be borne in mind that the now 
great firm of Mappin & Webb has arisen from what was 
a single very ‘small shop indeed in 1810, the year of 
its beginning. Its success is attributed to strict adherence 
to the principle laid down by its founders, maintenance 
of the highest standards of quality and workmanship in 
its products. Future world businesses are in process of 
building today—fundamental principles are worthy of 
profound consideration. 

The practical present-day working out of the Mappin 
& Webb tradition on the basis suggested, offers fruitful 
material for thought among salespeople in silverware. 

Of interest, for example—and surprising sometimes to 




















ROGRESS 


For the past two years, we have told jewelers throughout America to 


“WATCH WATSON” 


Many have profited by not only “Watching Watson,” but by keeping 


in step with this new leadership in sales creating ideas and merchandise. 


VERY MONTH during 1954 the Watson sales chart has shown a —— upward course; a sub- 
stantial increase over the corresponding month in 193539 a oe . . «. PROGRESS! 


VERY MONTH during 19354 more and more successful sepnaaaan have stocked fast selling Watson 
Sterling flatware, hollowware and gift ME gees Se Ss . pr ee. PROGRESS! 


VERY MONTH this year Watson has created and announced to the trade something new and saleable 
in Sterling to pep up Silver Department sales oe” Me ae ae ae” Re et eet ee oe 


VERY MONTH during 1934 Watson sales helps and Watson National Advertising (color pages in 
leading magazines) have been creating new customers for Watson Jewelers . . . . PROGRESS! 


VERY MONTH the Private Silversmiths of Watson Park have been called upon by prominent jewelers 
to fulfill important special commissions for the first families of their community . . PROGRESS! 


MORE PROGRESS! 


N September > 1954, the Watson Company announces the opening of its new show rooms at 04/7 Fifth 

Avenue, corner of 54" Street in New York City. Increased demand for a complete showing of the entire 
Watson line has made this step necessary. We cordially invite’ you to make this centrally located silver exhibit 
your headquarters when in New York. Plan to visit this showing of standard Watson Patterns in Flatware and 
hollowware and Exemplar creations of the Private Silversmiths the next time you are in New York. 


The unparalleled sales increases enjoyed by Watson customers for the first six months of 
19354 are additional evidence of “Watson PROGRESS” and of the soundness of the Wat- 
son Customer protective policy ....... Restricted Sales Outlets through Jewelers Only 


“WATCH WATSON” AT THE 29" ANNUAL ANRJA CONVENTION 
WNetherlands~Plaza Hotel—~ Cincinnati, Ohio— September 10 f 15,1954. 


O not fail to visit Booth N* 52 in the ANRJA convention exhibit. You will be cordially received by Wat- 
son executives who will show you the new creations in Watson Sterling for your Fall and Holiday Trade. 


ae iW ¥5 


TRADE MARE 


Watson Sterling 


THE WATSON COMPANY 


107 WATSON PARK, ATTLEBORO, MASSACHUSETTS 
NEW YORK CHICAGO LOS ANGELES 
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shoppers at first glance—is the firm’s frankly expressed 
views on the relative merits of “Sterling” and electro- 
plate. 

“Probably no article of silver or plate,” says Kenneth 
G. Mappin, managing-director of Mappin & Webb 
(Canada) Limited, and in charge of the firm’s Montreal 
store, “is subject to such hard and constant wear as the 
spoon or fork. For this reason it is of the utmost im- 
portance that flatware should be chosen with regard for 
the service which it is to perform. 

“Tf solid silver is contemplated, it is to be remembered 
that the word ‘Sterling’ alone does not always signify 
long life. Much depends upon the weight of silver and 
the process used in its manufacture. A hand-wrought 
fork, for instance, will be far stronger than one which is 
merely machine-stamped into shape, even though the 
weight of silver be the same in both cases. Cheap or 
lightweight silver cannot, and will not, stand hard usage 
nearly as well as a good plate, which is recommended as 
the only lasting substitute for Sterling silver of the Map- 
pin standard, and is assurance of a lifetime’s service in 
daily household use. 

“It is a little difficult to understand sometimes the idea 
behind manufacture of certain goods—Sterling silver 
spoons that may be bent easily into hoops with one’s bare 
fingers; ‘Sterling’ because the word represents magic in 
the public mind; useless for want of a trifling increase in 
manufacturing cost that would have made them worth- 
while.” 

Mappin & Webb patrons are for the most part in- 
dividuals and families who have been doing business with 
the firm through generations past. This naturally means 
that there exists a personal acquaintance that makes easily 
possible intimate knowledge of birthdays, weddings, and 
anniversaries of all sorts. Mappin & Webb capitalize 
all this in their own discreet, yet somehow very effective, 
use of periodical illustrated direct-mail material. Never 
doés this begin to approach the proportions of a “cam- 
paign.” Printed matter is prepared in small quantities, 
frequently. It must always be -seasonally correct, and 
daintily executed. It approaches in character almost an 


’ 


individual appeal to each person from the firm’s intimate 
lists to whom copies go. It is the sort of thing that sug- 
gests the firm as a sort of “personal consultant” on the 
silverware motif for this, that, and the other occasion. 
It is advertising, of course—but advertising plus .. . It 
is a vital sales issue in the firm’s operations—it would 
long since have been discontinued if it were not felt 
to be so; but it is of a sort to quite defy estimation of 
returns in terms of straight dollars and cents. 

Mappin & Webb newspaper advertising is the largest 
straight publicity indulged in. The Montreal dailies 
carry the firm’s copy constantly, but on no straight speci- 
fied scale. A percentage appropriation, based on current 
business, is devoted to the newspaper material. Ads are 
thoroughly well illustrated, regardless of cut-costs, and 
close adherence is maintained with the ideas of the firm’s 
own advertising counsel at the London head office. Sea- 
sonally—as the term is generally understood in the ad- 
vertising sense—the firm does little advertising. Its copy 
is not run in dull times to “speed up”’ business. 


The whole idea 


of the “speeding up” of business does not fit in with the 
Company’s idea of things. Rather is the Mappin & Webb 
store an “institution” —as stable and calculable as a bank, 
displaying on its surface nothing—or at any rate very 
little—of the ups-and-downs that so stir general business. 
Yet Mappin & Webb ad copy is keen stuff, ably written, 
and very attractive. 

In the two silverware departments in the Montreal 
store—a department for solid silver and one for “Prince’s 
Plate,” the firm’s own electro-plate product—lavish and 
imposing displays are constantly maintained. The store 
is large and intensely attractive. Floored in marble, with 
rich dignity of old polished mahogany at every turn in 
all its woodwork, there is presented a beautiful curving 
marble staircase, with fine bronze-work bannisters and 
mahogany handrails, leading to an extensive mezzanine 
made possible comfortably by reason of extremely high 


ceilings. (Turn to page 83) 





Another view of the store showing arrangement of show cases and general view of main floor 
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MODERN 
EE Sone @ 


STERLING 9258/1000 FINE 


CERTAIN magic quality 

marks the masterpiece...in 
silver, as in every work of art. 
“MODERN Classic”, the creation 
of Robert E. Locher, one of 
America’s most important con- 
temporary designers, has this 
quality. It instantly appeals to 
all those who appreciate ex- 
quisite things. 


MODERN CLASSIC, of course, is in 
perfect keeping with the present- 
day trend in decoration and is 
most welcomed by brides-to-be. 
At the same time it has the satis- 


fying proportions of classic de- 
sign which appealto the matron 
of the most conservative taste. 


Here, indeed, is a modern clas- 
sic in fine Sterling tableware! 
Its initial sales far surpass any- 
thing we have ever known. And 
the rapid repeat orders testify to 
its unusual appeal to the public. 


We recommend placing your 
fall orders for MODERN CLASSIC 
early, as we were considerably 
oversold on this pattern during 
May and June. 





Treasure 


WS 
TRADE AG MARK 





ROGERS, LUNT & BOWLEN CO. 
Silversmiths - GREENFIELD, MASS. 


° 
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Select Silverware for Service, Says Kenneth 
G. Mappin 


(From page 81) 


Tables are at hand for setting out of services of table 
silver, and in the cases great pains have been devoted to 
the matter of presenting strikingly the valuable individual 
pieces of silver. 

The salespeople are men almost entirely. Long and 
intensive training of employees along lines more familiar 
across the Atlantic than in America, is the Mappin & 


Webb idea of preparation for selling in its stores. The | 


resulting high order of sales ability and intimate knowl- | 


edge of goods, is said to quite justify the plan. Breadth 
of selling experience is developed in the individual by 
periods of time spent in various stores of the firm’s chain 
of fourteen branches located in the chief cities all over 
the world. 

Window-dressing is perhaps second only—if not equal 
—in importance to newspaper advertising. Window- 
bottoms of table height are backed, walled and floored in 
rich panelled and carved mahogany, and a minimum of 
window-dressing “gadgets” are in evidence. The impres- 
sion carried away is a distinctly remembered one, of a 
small number of articles only, against the rich brown of 
the wood. Price cards are discreetly used—descriptive 
matter hardly at all. Window sets are very frequently 
changed. ‘Theatrical or sensational window-dressing is 
not indulged in. Occasionally—as at Graduation season ; 
Montreal is noted for its many educational institutions, 
from McGill University down, convents and seminaries, 
schools and colleges—a special window is done on the 
“Graduation Gift” motif, and at the same time perhaps 
some ad space is used in college periodicals, with ad copy 
on the seasonal issue. 

The Christmas and Easter season appeals are of course 
- apparent in newspaper copy, and window-dressing plans. 

The Mappin & Webb merchandising idea is in some 
respects distinctly foreign to the one common in America. 
As soon as we had used the words “sales campaign’’ in 
conversation with Mr. Kenneth Mappin, it was obvious 
that we were not talking his language. Yet the difference 
is an intangible thing. Follow-up of prospects there cer- 
tainly is in the Mappin & Webb store—by direct-mail, 
telephone, personal sales effort. Yet there is observable 
a dignity, a forbearance, a “fitness” of things, that the 
American mind probably fears will stop just short of the 
desired result. High-pressure sales methods would be as 
foreign to the Mappin & Webb organization as would 
a painted cotton “bargain” sign across the store front. 


Norma Pencil Co., 150 Broadway, New York, sole owner of 
the U. S. A. manufacturing rights of the Norma pencil, a four- 
color mechanical pencil, announces its product is now available 
to the trade through distributors. There are several outstand- 
ing characteristics claimed for this pencil by the makers. The 
changing of leads can be done with the thumb of the writing 
hand alone with the pencil in writing position-and no time is 
said to be lost in its operation. It will take standard leads, 
either round or square, and thereby overcomes another possible 
consumer objection. Because of the quality and workmanship 
of the pencil, its makers have been able to guarantee this and 
materials, against all defects for the life of the pencil. It 
comes in chromium finish, beautifully chased and modernly 
streamlined. Other models in sterling silver and 10kt. gold- 
filled are also available. 
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STIEFF FAMOUS ROSE PATTERN GAME SET 
ILLUSTRATION 2/3 SIZE LIST PRICE $6.00 


Stieff Franchises 


. . . build profit and prestige for jewelers who cater 
to quality buyers with quality products .-. . for one 
leading jeweler in each city°who qualifies as an exclu- 
sive Stieff agent. 


Stieff built-in quality Sterling Silver is well exemplified 
by the above ilhustration . . . a Game Set with “mirror 
finish” stainless steel blade and fork . . . handles of 
proper weight, guaranteed worth, and soldered by the 
distinctive Stieff method. 


Write for complete details of the Stieff Franchise. 


THE STIEFF COMPANY 


Makers of Sterling Silver and Solid Gold 


Wyman Park Driveway at Druid Hill Park 
BALTIMORE, MARYLAND 
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The New Regulations as to Silver Explained by 
Handy & Harman 


In line with the announcement sent out by THE 
Jewevers’ CircuLar on the proclamation and order of 
President Roosevelt covering the so-called “nationaliza- 
tion” of silver (which appears on the first editorial page 
of this issue), Hardy & Harman, the precious metal 
dealers, sent to customers the following note: 

“The President of the United States issued a proclama- 
tion and executive order on Aug. 9 which requires that 
all silver bullion over .800 fine situated in the United 
States on that day be sold to the United States Govern- 
ment within 90 days. 

“The silver delivered under this executive order will 
be paid for at 50.01c per fine ounce, and the sales of such 
commandeered silver will not be subject to the tax on the 
profits derived by the seller as provided in the Silver 
Purchase Act of 1934. 

“Silver used and held for legitimate and customary 
manufacturing purposes is not affected by this executive 
order; neither are manufactured stocks of silverware or 
silver as used in the arts or professions. 

“Any one person may have on hand less than 500 ozs. 
of silver bullion, silver scrap, or silver sweepings or waste 
without a license, but if he has more than that, he will 
need one. Most of our customers will have to apply for 
licenses, but as the forms or regulations are not yet avail- 
able, there is no immediate hurry. 

“There is nothing in the proclamation or executive 
order, as issued, which will, in our opinion, handicap or 








interfere in any way with you or ourselves in the handling 
of our regular business in silver.” 

Members of the firm also announced through the preg. 
that they expect to quote the New York official price 
daily as they have for more than 50 years. Industria] 
transactions will continue to be based upon this quotation, 

The firm also calls attention to the fact that the go. 
called ‘‘nationalization order” does not permanently fix 
the price of all silver. Silver not situated in the United 
States on Aug. 9 and silver held under license will cop. 
tinue to be dealt in on the basis of quoted prices, accord- 
ing to supply and demand. 


To Manufacturers in the Arts, Industries and 
Professions— 


SILVER NATIONALIZATION TREASURY DEPARTMENT 
REGULATIONS 


The Silver Regulations of Aug. 17, 1934, not only 
define in greater detail the provisions of the “nationaliza- 
tion” Proclamation and Excutive Order, but add stringent 
requirements with respect to the reporting of silver 
whether situated in the Continental United States on 
Aug. 9 or brought in subsequently. 


SttverR THAT WILt BE RECEIVED 
The U. S. mints and Assay Offices are directed to 
receive all silver situated in the United States on. Aug. 
9, 1934, whether or not it is required to be delivered 


under the Executive Order of Aug. 9, 1934, if the silver 
(Turn to page 87) 
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New Silver Regulations 


(From page 84) 


is of a fineness of greater than 800 when delivered, and 
«; delivered in lots of not less than 50 ounces. 
All silver held on Aug. 9 is required to be delivered 
to the Government except silver coins, “primary” silver, 
of a fineness of 800 or less, completely manufactured 
articles, and silver held for industrial use in amounts 
not exceeding 500 fine ounces (including content of all 
silver in process, scrap, sweepings, etc., regardless of fine- 
ness, but not including completely finished articles). An 
exception is also made of silver held for industrial use 
in larger amounts if held under a license. Applications 
for such licenses (Form TS-33) must be filed in duplicate 
with the Mint or Assay Office in your Mint district on or 
before Sept. 15. If approved you will receive a license 
on Form TSL-33. Within 15 days from the expiration 
of the license you receive you must file a report on Form 
TSR-33 with the Director of the Mint at Washington. 
Other reports and information may be required from time 
to time. . 
Silver in excess of the 500 ounce exemption (or in 
excess of the amount fixed in the license) is required to 
be delivered to the Government whether or not it is held 
for industrial, professional or artistic use, but must be 
delivered in lots of not less than 24,500 troy ounces unless 
the lot includes all of the silver which you are required 


to deliver. 
REPORTS 


The reports required by the regulations call for detailed 
information respecting all silver owned, possessed, or con- 
trolled by you on Aug. 9 and all silver acquired or dis- 
posed of after Aug. 9. The first report regarding silver 
held on Aug. 9 must be made on Form TSR-30 and filed 
in duplicate with the Secretary of the Treasury by Sept. 
15. Subsequent reports as to acquisitions and dispositions 
of silver (whether or not situated in this country on 
Aug. 9) must be filed in duplicate on Form TSR-31 
within 30 days. (The Regulations do not require reports 
to be filed concerning certain limited classes of silver, 
such as less than 50 fine ounces of scrap.) The principal 
exemption covers silver delivered to a U. S. Mint or 
Assay Office under the Proclamation. If you deliver to 
the Government on or before Sept. 1 all of your silver 
which was situated in the United States on Aug. 9, you 
will be relieved of the necessity of filing a report with 
respect to such silver. 

Another advantage of delivering to the Government 
all of the silver which was in your possession on Aug. 9 
and replacing it with silver that was not in the United 
States on Aug. 9 is that no license to hold such silver 
is necessary, nor is a license to acquire such silver neces- 
sary. 

Finally, silver sold to the Government under the “na- 
tionalizing” order is tax free (otherwise the silver tax 
requirements have not changed since our Memorandum 
of June 26, 1934). Additional copies of the latter are 
available on request. 

Hanpy & Harman. 
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OUTSTANDING VALUES 
IN QUALITY STERLING 


We’ve learned valuable lessons during the past few 
years—among them the ability to produce values that 
would have seemed well nigh impossible five short 
years ago. Here are two outstanding examples, in 
good weight sterling, beautifully designed and fin- 
ished in the traditional Dimes manner. 


The Number 11 Coffee Set retails for $48.00. Sepa- 
rately, the Pot sells for $38.00, and the Sugar and 
Creamer for $10.00. The number 358 Sandwich 
Plate is 914 inches in diameter, and is a $10.00 re- 
tailer. We will ship orders promptly upon receipt. 
Richard Dimes Company, 72 K St., Boston, Mass. 


RID Mair 


BRIDESMAID 
4 4 
DINIKS 
a y a 


STERLING 


72 K STREET BOSTON, MASS 




































CLARENCE OLSEN 
President of Olsen & Ebann 


First of all, in 


talking about instalment jewelry selling, let us give some 
attention to the matter of location. “In a general way,” 
said Clarence Olsen, president of Olsen & Ebann, “I 
believe that a ground floor store, with deep show win- 
dows, on a corner where the greatest number of prospec- 
tive customers pass on their regular business, is the best. 

“I have heard the contention that since an instalment 
jeweler must be, perforce, a heavy advertiser, it does not 
make a great deal of difference where he has his place of 
business. That may sound reasonable, but it does not 
work out in actual practice.” 

In the large cities, the best location is in one of the 
business centers, as near to the heart of things as the 
rental makes possible. 

But, the reader will ask, how about a smaller com- 
munity? I should say, for various reasons, that an in- 
stalment jewelry business cannot be operated with full 
success in a city of less than 50,000 inhabitants. This 
does not mean that regular jewelers in smaller places 
cannot do some credit business with satisfactory results. 
I know that many of them do. If they can avoid the 
pitfall of “getting too much on the books” there is no 
reason why they cannot do well in this respect. 

However, the strictly instalment jewelry firm finds its 
best customers among diversified wage earners. A city 
of less than 50,000 is not sufficiently varied in its indus- 
tries, as a rule, to give this status. Towns with a single 


. 88 








Purchaser Honesty an 





mportant Factor 





in Instalment Selling 


By 


Jerome W. Power 


industry are great when this industry is going good, and 
they fold up on the instalment jeweler like a jack-knife 
when this industry slumps. If there is more diversifica- 
tion, the slowing down of one industry does not stop the 
whole procession. 

Picking locations in these smaller cities is just a ques- 
tion of finding the “main stem,” as it is called, and getting 
the best location possible on this street. 

Turning, now, from the matter of proper location, how 
should the stock of an instalment jeweler be balanced? 
I think this depends to some extent upon how closely the 
instalment jeweler wishes to stick to the strictly jewelry 
items, and how much he wishes to go into specialties, 
some of which, in themselves, have nothing at all to do 
with jewelry. 

On our last inventory we find that 50 per cent of our 
stock consists of diamonds. Watches account for 22% 
per cent. Colored stones and wedding rings make up 8 
per cent. We handle all standard, nationally advertised 
brands in our stock. In addition, we sell luggage, elec- 
tical appliances, women’s handbags, and other novelties. 

By this diversified stock we find that we can develop 
trade in seasons when the interest in jewelry is very 
slack. Through this warm weather, for instance, all our 
stores have done very well with handbags, due to so 
many people going away on vacations and week-ends. 
Selling jewelry is our main business, of course, but we 
feel that if we can attract customers on these other 
things, that is what we should do. We handle fountain 
pens, and do well with the lines carried. 

Of course, we work for a brisk turnover all the time, 
but I should hesitate to say what our average is, because 
of so much variance in different lines of goods. We try 
to keep “century plants” out of our stock, and when we 
see something which is moving slower than it should, we 
slash the price and shove it along, being more careful the 
next time we place an order for such merchandise. Any- 
thing which sticks in our stock six or eight months, with 
the possible exception of diamonds, is likely to feel the 
ax, regardless of cost or mark-up. 

I do not believe, on the whole, that there need be much 
difference in the character and balance of a stock carried 
by a high-class instalment jeweler, as compared with the 

(Turn to page 91) 
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Selling Jewelry on the Instalment Plan 
(From page 88) 

stock carried by a jeweler who sells for cash. Just as a 
cash jeweler frequently sells on credit, so does an instal- 
ment jeweler make many cash sales. While the instal- 
ment jeweler, on credit sales, must charge enough more 
to carry the account over a period of time, the high-class 
firms in this field do not have prices sufficiently higher to 
make cash sales out of the question. 

What classes of trade by occupation make the best 
instalment accounts? I can cover a lot of ground with a 
single sentence in answering that question. The man or 
woman with a good, steady salary or wage is the best. 
Regular payments on account require a regular pay envel- 
ope. Such a customer is better than the salesman, who 
works on commission, and is rich and broke by turns, 


according to the ups and downs of his business; better‘ 


than the professional man, who never gets all he earns 
because of bad collections; better, even, than the man in 
business, whose income may lack the certainty of the pay 
envelopes of his own employees and who sometimes gets 
in such jams that he has to borrow carfare from his wife. 
Furthermore, the men and women with the good, steady 
jobs are the best customers from the standpoint that they 
patronize the instalment jewelry firm most heavily of all 


classes. 


dd 

[ should say, off-hand,” 
added Edward E. Mldock, secretary of Olsen & Ebann, 
“that chain store employees, filling station employees 
and railroad employees make up three classes of top-notch 
buyers of instalment jewelry. They buy a lot of jewelry 
that way and they are almost invariably satisfactory 
accounts.” 

Foreign-born people are excellent accounts, as a rule, 
for the instalment jeweler. They buy carefully and make 
their payments promptly. Further, they consider how 
they are going to make their payments before they buy. 
If they cannot figure this out, they refuse to kid them- 
selves or us by buying at all. 

The instalment jeweler, naturally, must concern him- 
self closely with human honesty. Few items sold on the 
instalment plan lend themselves to easier manipulation 
than the stock of a credit jeweler. However, I can say, 
from long experience, that 95 per cent of the people are 
inherently honest. Do not understand that we have 
trouble with only 5 per cent of our accounts. What I 
mean is that, out of 100 customers, only five have any 
dishonest intention toward us when they buy. We have 
the honest man, who thinks he can pay us when he makes 
the obligation and takes away the merchandise, only to 
lose his job, or suffer illness, financial loss, or any of a 
dozen things which can destroy the portion of his income 
which he had set aside, in his mind, to take care of us. 
We deal considerately with such cases, and in most of 
them are able to work out a plan where we eventually 
get our money. 

What is the correct way for an instalment jeweler to 
judge an applicant for credit? I should say that the job 
he holds is the most important. Character is a close 
second, and many would place this first. However, since 
we know from experience that 95 per cent of our appli- 
cants are honest, my opinion is that the applicant’s job 
should be given the most careful scrutiny. Is he making 


THE JEWELERS’ CIRCULAR 
for September, 1934 


91 


enough to enable him to pay us? How much of his 
income is already pledged for goods bought on the instal- 
ment plan? How good are his chances of continuing to 
hold his job? The applicant’s record comes third, but is 
not close in importance to his job and his character. That 
a man bought an automobile, or several of them, and paid 
for them on the nail, does not mean a thing to us, strange 
as it may seem. We have learned that people have a 
well-founded fear of some finance companies which handle 
automobile paper. They know about their methods, and 
the certainty that if they fall two payments in arrears 
their car will be replevined and repossessed. 


Bisse of present 


day conditions, applications for credit are most carefully 
investigated, and our percentage of turndowns or rejec- 
tions are much higher than formerly. We make full and 
immediate use of the credit bureaus in all the towns in 
which we operate. By the time an applicant has answered 
all our questions we know considerable about him. We 
turn an applicant down only when we run into something 
which makes it certain that he would not prove a satis- 
factory account. It is estimated the percentage of rejec- 
tions today runs as high as 10 per cent. 

Our percentage of loss through skips is approximately 
5 per cent. The credit bureaus help us immensely in 
tracing these dishonest customers. Many of them turn 
themselves up by making application for credit from 
another instalment house, which enables us to collect our 
balance. Recoveries from this source are weekly occur- 
rences. 

Do men or women make the best customers for the 
instalment jeweler? I should say women, both directly 
and indirectly. Women buy the jewelry. A man buys a 
watch, but if it were not for the women he might live 
his whole life without buying anything else. A woman is 
behind nearly all the diamonds sold, and wedding rings, 
too. 

What are the best advertising mediums for the instal- 
ment jeweler? 

I should say, from our own experience, that newspapers 
rank first. They are expensive in a large city, but an 
instalment jeweler must use them. The reasons are too 
numerous to enumerate here, but are well understood in 
the jewelry trade. Radio also is most effective, although, 
of course, it is so expensive that none but the largest 
firms can attempt its use. We have tried out radio in 
Chicago and some of the smaller cities where we have 
stores. The small stations with low wattage, I regret to 
say, do not do the job. The only way I can explain it is’ 
my belief that the people in the smaller cities tune in the 
national hook-ups, and do not listen to stations right at 
home or within a few miles. 

We do quite a bit of direct mail at certain seasons of 
the year. Our list is confined exclusively to our customers, 
present and past. Success with a direct mail list depends 
very much upon the accuracy of addresses. Of course, 
the season and the character of the approach are also most 
important. 

Many are the opportunities given us to advertise in 
lodge, labor and religious organs. We cannot favor all 
of them, and indeed I question the advertising efficiency 
of any of them. Still, a fixed policy of turning them all 
down is bad, and we have to go into some of them. 
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GIFTS OF 
DISTINCTION 


by Braptey « Hussarp 






EWELERS appreciate the fine craftsmanship and 
high quality of materials which are found in 
Bradley & Hubbard’s “Gifts of Distinction.” This 
outstanding line offers to jewelers an exceptional 
opportunity to build steady sales through pleased 
customers. When the question is “What to Give?” 
—the answer is “Bradley & Hubbard Gifts of Dis- 
tinction.” 



























The illustrations give but a glimpse of the hundreds 
of varied objects found in the Bradley & Hubbard 
Catalog. If you have not already done so, send for 
acopy. We invite you to visit our New York Show 
Rooms at 200 Fifth Avenue, where a comprehensive 
display of our many lines is always available to 
buyers. 





















THE BRADLEY & HUBBARD MFG. CO. 


Meriden, Conn. 
New York Show Rooms: 200 Fifth Ave. 























Modern Jewelry Store Windows 
(From page 36) 


What results may properly be expected and what are 
the attributes of a successful window? 

A window should be designed and dressed for the pur- 
pose of creating a definite impression upon the minds of 
the passerby. It is therefore an important requisite of a 
window to cause the passerby first to be attracted as by a 
magnet, then to pause, and to want to satisfy the instinct 
which produced the attraction. With this accomplished, 
the initial function of the artist has successfully been car- 
ried out, as his basic idea was to draw the public to the 
window. 

Beautiful merchandise in a window which lacks origi- 
nality either in idea, design or color cannot hope to be 
magnetic in its drawing quality. A happy combination of 
an interesting idea with unique or sufficient lighting, with 
the right quantity of merchandise in pleasing surroundings 
will always draw the public, and will occasionally cause 
the passerby to enter the store and make a purchase. 

What then is the impression on the public which the 
merchant should strive to create, if the window is not 
essentially designed to produce sales? 

There are two basic ideas in the jeweler’s mind—one 
is to make the name of the house favorably and frequently 
discussed because of the impressiveness or originality or 
the popular appeal of the window ensemble, and the 
other is to subtly suggest that any firm which has the 
artistry displayed in the windows must be one with due 
appreciation of the arts and with principals conducting 
the business who understand and value good taste. 

Such impressions broadcasted, create wholesale con- 
fidence and a desire on the public’s part to patronize such 
a firm. It will frequently represent the determining factor 
in causing a potential buyer to include this firm as one 
of the stores to be visited when in the market for a 
jewel. 

If the major function of the windows is not directly to 
create sales but to cause people to enter the front door 
either at the time or later on, it is obvious that its es- 
sential purpose is to obtain both new customers and the 
continuous patronage of previous customers. In planning 
the year’s budget for publicity, it is necessary to insert a 
sufficient sum to support the windows, so they can be made 
responsible for furnishing as many new customers as any 
other form of advertising. 

Assuming that the external appearance of the building 
is pleasing and in keeping with the character of a high- 
class jeweler, the front windows are the first possible 
intimate contact with the public at close ranye. One’s 
initial impression of the firm is often obtained in this man- 
ner. Customers who have made purchases before have 
already formulated their impressions, so obviously the 
windows are especially striving to interest new people 
who have no particular notion of the character and quality 
of the firm. 

Also the windows are competing with other store win- 
dows which may have the same desirable ambitions— 
hence the importance of creating an outstanding effect 
which will definitely impress the firm upon the conscious- 
ness of the passerby and at that instant will set in motion 
even though unconsciously, the wheels of association which 
sooner or later will cause the individual to want to enter 
the store. 
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Modern Jewelry Store Windows 
(From page 37) 


many, if not all, of the structural qualities of the stage, 
and the centuries of experience of the theatre prove suf- 
ficiently their effectiveness. There is the proscenium, or 
frame for the picture; there is the apron, or floor front; 
there are the lights; spot, flood and others. And finally, 
in this type of window, even miniature scale models are 
often used when the window space itself is small enough 
to keep the whole setting in proportion: the final adapta- 
tion of the stage to display. 

Color is as important in windows as in any other form 
of artistic expression, and as capable of variable use. There 
can be contrasts, harmonies, progressions: any of the many 
interesting uses to which color can be put. Emeralds with 
dead white show the cold, clear brilliance of the stone, 
suggesting its regal qualities. Against fuchsia or some 
other contrasting color, the stones take on warmth and 
lushness. Even so obvious a combination as diamonds on 
black still retains its usefulness and appeal. 

The same facts apply to texture. One can create an 
impression of brilliance with mirrored glass, or stone or 
marble; an impression of softer qualities with velvets and 
warm fabrics; an impression of severity with painted sur- 
faces, or for example any of the new synthetic fabrics. 
But the basic principles of contrast, harmonies or progres- 
sions still apply. 

And finally there is the lighting. With adequate light- 
ing, one can do as much toward varying the window con- 
ceptions as with any of the above-mentioned factors. It 
is, in the final analysis, the lighting which makes a window 
dramatic or dull, arresting or negligible. 

But a word of warning. Important as these integral 
factors in the making of a successful window, they must 
all spring from, or be consciously knit into, one central 
idea. And this takes us out into the question of what sort 
of story one wants a window to tell, a question which has 
an almost endless number of answers. There is, for in- 
stance, the window suggesting some concrete fact or oc- 
casion or activity: sports, to show sporting jewelry; 
the opera season for setting off one’s more elaborate pieces ; 
Christmas and Easter with their countless suggestions; 
and other rather definitely applicable events. 

There is the window appealing to some human quality: 
distinction, conservativeness, smartness, love of color, con- 
sciousness of design and design-forms, even vanity. 

There is a large group of “source” windows, built 
around the essential qualities of stones themselves. To 
cite only a few examples, the hardness of the diamond, the 
crystalline form of emeralds, the color of rubies and the 
many physical peculiarities of pearls all offer suggestions 
for interesting windows. 

And finally there is the dangerous group of “tricks,” 
many of them amusing and arresting to the passerby, but 
many of them risky things to work with in a store of 
There is no denying the appeal to the public 
of such windows, but naturally one must be careful that 
a jeweler will not be mistaken for a hardware merchant 
or something even less flattering. 

If all these conditions are taken into account, if the 
separate parts of the window are assembled carefully, if 
the whole is properly lighted, and labeled, the result will 
be an attractive display, showing merchandise at its best. 
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Jobbing distributors who are interested in 
a mechanical pencil of the highest quality, 
with a wide and practically virgin market 
because it is so unique, are invited to get 
in touch with us. 


Complete details of this new, sensational 


4-color pencil will appear in a colored in- 


sert in the October issue of the Jewelers 
Circular. Watch for it. 


NORMA 


150 Broadway Pr Ewa CC ee 
New York Ciy COMPANY 








CHRONOMETER CYMA 


We are pleased to announce our appointment as United States 
Distributors of the internationally famous 


CHRONOMETER CYMA 


WATCHES and CLOCKS 


We invite you to attend the special 
Chronometer Cyma Exhibit at the National 
Jewelers Convention to be held at the 
Netherlands Plaza Hotel, Cincinnati, Ohio, 
Sept. 10th to 14th. 


Our Mr. M. S. Greenwald will be in personal charge and will be very 
glad to greet you. 


NORMAN M. MORRIS. 


542 FIFTH AVENUE INCORPORATED NEWs YORK, N. Y. 


MIRPO DO YOU WANT TO KNOW 
The Silver Polish DeLuxe THE FACTS OR DO YOU 


After subjecting Mirpo to severe tests for 
years—it was first introduced to the trade ? 
. a year ago. The proof that Mirpo is being 8 


received with favor and preference by the 
buying public wherever it is stocked are the 
orders and reorders we are receiving daily 





























eo eel lt i yemdbets- + Ae Do you want to know your merchandise or do 
1» oso — pleasing features not found in you intentionally remain in ignor ance so that 
ns senile yim las misrepresentations to customers need not be 
asy to apply y to remove. uic ° 
po tng on your conscience? 
Safe te wel ’ — Ignorant misrepresentation gradually destroys your business and 
mable, non-irritating, sanitary, pleasing odor, the ned trade itself! 
ete. Investigate our new inexpensive courses on 
Mirpo is gentle, it removes the tarnish film 4 4 
enly and restores the article to its natural diam onds, other gems, metals and jewelry 
and original factory finish that is lasting. which leave no excuse for ignorance except 
Mirpo is beautifully put up in 8-ounce bot- fear of the tr uth. 
tles and retails for 50c, and is sold under a 
qeney back guarantes. ace a era _ these indications of your knowledge and 
Price to dealers is as follows: 
$3.50..... per dozen f 
3.40... “6 “ % gross lots 


39.00..... “ gross “6 GRADUATE MEMBER 


Less 6% 10 days, net 30 


TRY IT! AMERICAN GEM SOCIETY 


Order Mirpo from your jobber today. If your jobber can not 
supply you, send your order direct to us, and it will receive 
our prompt attention. Accept no substitutes, insist on Mirpo. 


RA, MIRPO PRODUCTS MANUFACTURING CO. REGISTERED JEWELER NO. — 
The Silver Polish That Leaves a Mirror Finish AMERICAN GEM SOCIETY 


weoemeer La Porte, Indiana 555 S. Alexandria St., Los Angeles, Calif. 
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Wholesale Jewelry Code 


(From page 43) 


investigations as he may designate, and upon approval by him, 
shall be made a part of this Supplemental Code and be binding 
upon every member of the Trade. 


(h) To recommend to the Administrator any actions or 
measures deemed advisable, including further fair trade prac- 
tice provisions to govern members of the Trade in their rela- 
tions with each other or with other trades, measures for indus- 
trial planning and stabilization of employment, and including 
modifications of this Supplemental Code which shall become 
effective as part hereof upon approval by the Administrator 
after such notice and hearing as he may specify. 

Section 8. Nothing contained in this Supplemental Code shall 
constitute the members of the Divisional Code Authority part- 
ners for any purpose nor shall any member or members of the 
Divisional Code Authority be liable in any manner to anyone 
for any act of any other member, officer, agent, or employee 
of the Divisional Code Authority. Nor shall any member of the 
Divisional Code Authority, exercising reasonable diligence in 
the conduct of his duties hereunder, be liable to anyone for any 
act or omission to act, under this Supplemental Code, except 
for his own wilful malfeasance or non-feasance. 


Section 9. If the Administrator shall determine that any 
action of the Divisional Code Authority or any agency thereof 
may be unfair or unjust or contrary to the public interest, the 
Administrator may require that such action be suspended to 
afford an opportunity for investigation of the merits of such 
action and for further consideration by such Divisional Code 
Authority or agency, pending final action, which shall not be 
effective unless the Administrator approves or unless he shall 
fail to disapprove after thirty days’ notice to him of intention 
to proceed with such action in its original or modified form. 

Section 10. (a) It being found necessary in order to sup- 
port the administration of this Supplemental Code and to main- 
tain the standards of fair competition established hereunder and 
to effectuate the policy of the Act, the Divisional Code Author- 
ity is authorized: 

1. To incur such reasonable obligations as are necessary 
and proper for the foregoing purposes, and to meet such obliga- 
tions out of funds which may be raised as hereinafter provided 
and which shall be held in trust for the purposes of this Supple- 
mental Code; 

2. To submit to the Administrator for his approval, subject 
to such notice and opportunnity to be heard as he may deem 
necessary (1) an itemized budget of its estimated expenses 
for the foregoing purposes and (2) an equitable basis upon 
which the funds necessary to support such budget shall be con- 
tributed by members of the Trade; 

3. After such budget and basis of contribution have been 
approved by the Administrator, to determine and obtain equi- 
table contribution as above set forth by all members of the 
Trade, and to that end, if necessary, to institute legal proceed- 
ings therefor in its own name. 

(b) Each member of the Trade shall pay his or its equitable 
contribution to the expenses of the maintenance of the Divisional 
Code Authority, determined as hereinabove provided, and sub- 
ject to rules and regulations pertaining thereto issued by the 
Administrator. Only such members of the Trade complying 
with the Supplemental Code and contributing to the expenses 
of its administration as hereinabove provided, unless duly 
exempted from making such contributions, shall be entitled to 
participate in the selection of members of the Divisional Code 
Authority or to receive the benefits of any of its voluntary 
activities or to make use of any emblem or insignia of the 
National Recovery Administration. 

(c) The Divisional Code Authority shall neither incur nor 
pay any obligation in excess of the amount thereof as estimated 
in its approved budget, except upon approval of the Admin- 
istrator; and no subsequent budget shall contain any deficiency 
item for expenditures in excess of prior budget estimates except 
those which the Administrator shall have so approved. 
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ARTICLE IV.— Trade Practices. 
Supplementing Article VII of the General Code. 


The following practices are hereby declared to be unfair 
methods of competition and are prohibited: 


SCHEDULE A 


(The following unfair trade practices are to apply to all 
wholesalers or distributors unless otherwise indicated in the 
Schedules B or C.) 


Section 1. To use any subterfuge to frustrate the spirit and 
intent of this Supplemental Code or the General Code. 

Section 2. To sell on terms of payment except the following: 

(a) Maximum cash discount shall be two per cent (2%) for 
payment on or before the 15th day of the month following date 
of invoice. Accounts not paid within the discount period shall 
be payable net. 

(b) The maximum credit period shall not exceed sixty (60) 
days from the 15th day of the month following date of ship- 
ment. Ten days after the net due date, interest shall be charged 
at the rate of at least six per cent (6%) per annum or at the 
legal rate governing the contract. 


(c) Invoices for merchandise sold or shipped in the months 
of October, November and December shall become due and pay- 
able not later than January 15th of the following year, subject 
to a two per cent (2%) cash discount. 

(d) No discount shall be allowed other than the regular cash 
discount from the wholesaler’s selling price, provided that this 
shall not prohibit the allowance of quantity or volume discounts 
or discounts allowed on the basis of services actually rendered 
without discrimination among customers of the same class. This 
subsection shall be construed to prohibit the practice of arriving 
at a wholesaler’s net selling price by means of a series of dis- 
counts from a fictitious list price and shall not be construed as 
requiring or authorizing in any way the establishment or mainte- 
nance of any wholesaler’s selling price. 

(e) The Divisional Code Authority, subject to review by the 
Administrator, may change terms of credit on specific commodi- 
ties in order to enable wholesalers to meet the competition of 
primary sellers operating under manufacturers’ Codes of Fair 
Competition. 


(f) The period of time allowed after net due date shall not 
exceed three and one-half (314) months or three and one-half 
(314) months average when installment notes are accepted. 
If the original notes are extended, interest shall be charged at 
not less than the rate of six per cent (6%) per annum or at the 
legal rate of such extension. Such extension shall not exceed 
ninety (90) days. 

(gz) No cash discount shall be allowed on any note settkement, 
nor shall a non-interest-bearing note be accepted in payment of 
a matured obligation. Notes accepted after the net due date 
with a tolerance of ten (10) days must bear interest from the 
net due date at a rate not less than six per cent (6%) per 
annum or at the legal rate governing the contract; provided 
that unsecured and non-interest-bearing notes may be accepted 
from insolvent debtors. Notes so accepted shall be immediately 
reported to the Divisional Code Authority. 


Section 3. To make allowances and/or donations to customers 
for advertising: purposes. Nothing in this Section shall be con- 
strued to prohibit the payment by any member of the Trade 
of the expense of bona fide co-operative advertising actually 
incurred in the advertising of items trade-marked or branded 
by such member of the Trade, provided such payment be made 
in cash to an advertising medium or enterprise owned and 
operated independently of the parties in whose interest such 
expense is incurred. 

Section 4. To ship or deliver merchandise on a guaranteed 
sale basis, provided that the Divisional Code Authority may 
permit such shipments or deliveries under unusual circumstances 
justifying the same. 

(Turn to page 117) 





























Cincinnati the Convention City 
(F 69 
MEET US IN Praerstiesiis 
the monuments and statues which grace the city. Cer. 
BOOTH 12 tainly the most famous of these is the Tyler Devilal 
AT CINCINNATI Fountain, familiar to anyone who has ever visited the 


Queen City. This large bronze statue stands on a plaza 





f in the very heart of the city. It has given its name t 
or “cc e ”> . . . 0 
Fountain Square,” the very hub of Cincinnati. The 
A full line ot Jewelry Tyler Davidson Fountain could tell an interesting story, 

d 7 a story which begins with its genesis in the Royal Bavarian 

an Novelties Bronze Foundry of Munich, passes on to the unveiling 

ceremonies of 1871 in Cincinnati, and continues through 

DISTRIBUTORS OF the years in which it has stood and looked down upon 

ELGIN WATCHES the rapidly growing city of its adoption. Henry Probasco 

presented the fountain to the city of Cincinnati in memory 

GENERAL @ ELECTRIC of Tyler Davidson, his late business partner and friend, 

CLOCK m : 

The famous parks have contributed much to the beauty 

SETH THOMAS CLOCKS of Cincinnati. The Queen City is built on two plateaus. 
INGERSOLL AND Business, wholesale and manufacturing districts have 
collected in the lower places, while fine residences grace 
WESTCLOX the seven picturesque hills surrounding the plateaus. Added 
to the natural scenic beauty are many parks and boule- 
Radin cep tllins sour Aeadansstars TX vards. In all there are 93 parks covering a total of 
during the show 3,162 acres. And there are 29 playgrounds with a season 





attendance of 2,000,000. Cincinnati was the first Ameri- 
can city to adopt so extensive a plan for the building of 


THE ALBERT & SEIFERT CO. streets, subways, bridges, playgrounds and parks. Some 
THE HOUSE WITH THE SERVICE, GOODS, QUALITY AND PRICE 
WHOLESALE JEWELERS 


MERCHANTS BUILDING — 34 W. SIXTH ST. 


of the most famous parks are: Eden (with its newly com- 
pleted conservatory) ; Ault, Burnet Woods Park, Alms, 
Mt. Storm, Mt. Echo, Victory, Lincoln and Garfield. 
The parks are beautifully landscaped and provide com- 
manding views. Many of them contain reservoirs and 
lakes for boating and skating, and natural amphitheatres 
where public concerts are given. The famous Zoological 
Gardens are owned by the city. The Cincinnati “Zoo” 
is one of the oldest, finest and largest in the country. 
The Queen City is proud of the University of Cin- 
cinnati, the largest municipally owned university (the 
fifteenth university in enrollment) in the United States. 
This institution was the originator of the co-operative 
system of education in the college of engineering and 
commerce. The enrollment is 13,000. Added to the edu- 
cational advantages of the city are Xavier Unversity, 
fifty-four elementary schools, nine junior high schools and 
seven high schools. The city has one central library and 
thirty-three branches. There are five radio stations. 


















RING TRAYS FOR 
SHOW CASES 


All styles—sizes—designs 







Attractive 
smart-look- 
ing modern 
trays make 
sales. 




































First impressions make or break sales. Experienced, alert 
jewelers know that and keep their trays and cases clean, 
new, modern and in expert state of repair. Westray Trays 
and Cases are recognized everywhere as the most practical 
made; smart, modern, expertly designed and built, and made 
in all styles, sizes, shapes. For 70 years they have been 
thoroughly dependable—economically priced. 

Start this Fall with new, modern Trays; Westray-designed 
and they will soon repay you in increased sales. Or send 
your old trays to be repaired, relined. Estimates cheerfully 
given. No obligation. Terms to reliable parties. 





Welcome 


Retail Jewelers to 
A.N.R.J.A. Convention 
Cincinnati, Sept. 10-15 
KLEIN BROS. CO. 


Wholesale Jewelers 
























Coming to the American National Retail Jewelers Ass‘n 
Convention in Cincinnati September 10-13 ? 







Make our offices your headquarters. 








The WESTERN TRAY AND CASE CO. Booth 37 Cincinnati, Ohio 
pLun ST. CINCINNATI, O. cor pueeee E. A. Frommeyer Ray C. Eibel R. J. Frommeyer 
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American Gem Society Meets at Cincinnati 
Sept. 9 and 10 


Meeting of the founders of the American Gem Society 
is planned for all day Sunday, Sept. 9, and the morning 
of Monday, Sept. 10, immediately preceding the con- 
vening of the A.N.R.J.A. convention. These lectures 
and meetings will be conducted in the rooms of the Gemo- 
logical Institute of America at the Netherland Plaza 
Hotel. The program follows: 


GEMOLOGICAL DAY 
SUNDAY, SEPT. 9 
At Netherland-Plaza Hotel, Cincinnati, Ohio 


10 a. m.-11.30 a. m.—Lecture, “The Purpose and Use of Gem- 
Testing Instruments.” Illustrated by the actual instruments. 
By Robert M. Shipley. (Includes new diamond-grading 
apparatus, polarizing microscope and design for pearl 
tester.) (For students and prospects.) 

11.30 a. m.-12.30 p. m.—Personal gemological experiences, ques- 
tions and discussion. Especially for certified gemologist 
students and founders, American Gem Society. 


Luncheon. 

1.30 p. m.-2 p. m.—‘“The Institute—Its Personnel and Ideals,” by 
Robert M. Shipley. 

2 p. m.-3 p. m.—Meeting of Founders A.G.S. Election of interna- 
tional honorary members. Plan of the 1935-36 campaign 
determined. Explanation of the plan for the registering of 
jewelers. 

3 p.m.-5 p.m.—Personal consultations with Robert M. Shipley. 

7 p.m.—Informal dinner—Professor Frank B. Wade, member 
Students’ Advisory Board of Gemological Institute of Amer- 
ica and Examining Board of American Gem Society, as 
guest of honor. 


Monpay, Sept. 10 


” 


10 a. m.--12—Lecture on “Gems.” Collection of rough gems and 
part of the Institute’s collection of cut gems will be shown. 
Explanation of the plan for the registering of jewelers. 
(For students and prospects.) 

* * * 


The founders’ roll of the society is not yet closed, 
and leading jewelers throughout America who have not 
yet responded as volunteers for the organization of the 
A.G.S. 1935-1936 Campaign “To Make America Gem 
and Jewelry Conscious” are urged to attend this meeting 
with the view of affiliation with the society if they find 
themselves in sympathy with the plans, which will be 
fully explained at these meetings. Also, the A.G.S. an- 
nounces that all jewelers and their assistants who are 
interested in improving their knowledge of gems, metals 
and jewelry are invited to attend without cost the educa- 
tional lecture each day and the talk at 3.00 p. m. on 
Sunday. 

The society’s plan for the registration of jewelers is 
believed to be important enough to attract scores of 
jewelers to the convention to hear the explanation of 
this plan to protect the legitimate retailers. 

On Tuesday, Sept. 11, a talk will be given at the 
A.N.R.J.A. convention on “Diamonds,” with specimens 
of rough and cut diamonds and blue ground, and on 
Wednesday, the 12th, a lantern lecture on “Colored 
Gems’”’ with illustrated specimens in color of over 100 
different varieties, together with numerous actual speci- 
mens, will also be given. 

Time and place of Tuesday and Wednesday lectures to 
be announced at the regular morning sessions. 











Be sure to visit 
Swartchild’s 
booth No. 33 dur- 
ing the A. N. R. 


J. A. convention. 


29 E. MADISON ST. 





Swartchild 


SYMONYMOouUs 


“service” 
SWARTCHILD & CO. 


World’s Largest Watchmakers’ and Jewelers’ Supply House 
31 WEST 47TH ST. 


CHICAGO NEW YORK 


us 


with 


SANTA FE BLDG. 


DALLAS 


VOLUNTEER LIFE BLDG. 


ATLANTA 
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addition to others too numerous to mention: 


S. & G. Gump Co., Ine. 


San Francisco, Cal. 


J. B. Hudson, Inc. 
Minneapolis, Minn. 


Hess & Culbertson 
Jewelry Co., Inc. 


St. Louis, Mo. 


Arthur Everts Co., Inc. 
Dallas, Texas 


WHAT JEWELERS NEED— 


Is something to sell for less than $5!—an item that is PROPERLY STYLED and POPULARLY 


PRICED! An item which has already achieved sales success in fine stores like the following, in 








Edwards & LeBron, Inc. 
Chattanooga, Tenn. 


Geo. T. Brodnax, Inc. 
Memphis, Tenn. 


Bunde & Upmeyer Co., Inc. 
Milwaukee, Wis. 


Cowell & Hubbard Co., Ine. 
Cleveland, Ohio 








Handsomely embossed Pottery Salad Bowl, with serving Fork and Spoon, in White, diameter 
9”, an item that every HOSTESS can use. Price: $12 per dozen, f.o.b. Philadelphia, Pa., terms 
2% 10 days, 30 days net. Eight inch embossed salad plate to match, $3.60 per dozen. A 
COMPLETE LINE OF MATCHING ITEMS FOR SERVICE FROM BREAKFAST THROUGH 
TO MIDNIGHT SUPPER AVAILABLE FROM STOCK! ORDER NOW! 


Empire Sate Builtins MBKLING & REUSS, INC. 


Philadelphia, Pa. 
707 Chestnut St. 




















Che Pairpoint Corporation 
New Bedford, Mass. 


43-47 West 28rd St. 
150 Post St. 


New York City 


San Francisco 


Our DENMARK DESIGN IS PRICED SO LOW that you must ACTUALLY 
SEE the GOODS TO APPRECIATE their EXTRAORDINARY VALUE. 
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QUALITY CHINA and GLASS 
or the JEWELER = 


O, this and the 


following page are illustrated some of the latest 
patterns in china and the fall offerings in glass that 
are especially adapted to jewelry store merchandis- 
ing. The items have been selected so that a wide 
price range is available, ranging from inexpensive 
lines to fairly high-priced goods. 

In choosing lines of china for the jewelry store 
it should be borne in mind that unless a very large 
stock is contemplated, similarity of design is to be 
avoided. Try to have diversity of color and shape, 
so that your displays do not exhibit a sameness 
offering no relief to your customer’s eye. The pot- 
teries of the Continent and of England consistently 
bring out new patterns which present a wide variety 
of styles from which to select, and the conscientious 
buyer is sure to find lines which contrast and set 
each other off. - 

Patterns vary, from the standard styles, which e 
change but little in design and always have a con- 
sistent market with people of conservative tastes, to 
the more modern motifs which rarely have an effec- 
tive sales life of more than one or two years. Study 
your clientele and decide which of these general 
classes would be most appealing to your customers, 
and buy accordingly. 

The four plates on this page are respectively, ‘ 
from top to bottom, imports of Heinrich & Winter- 
ling, 49 W. 23rd St.; Percy N. Leland, 139 Fifth 
Ave.; Edmondson Warrin, Inc., 45 W. 13th St., 
and Edward Boote (dessert plate), 35 W. 23rd St., 
all of New York. The tray is from Theodore 
Haviland & Co., 26 W. 23rd St., and the vase from 
Copeland & Thompson, Inc., 206 Fifth Ave., New 
York. 
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SPODE'S 
BUTTERCUP 
PATTERN 
















HE name Spode on China is a 


hallmark of distinction as 

valid as the Sterling mark on 
silver, and as significant as the signa- 
ture of a famous artist. 


Spode patterns created during the 
early days of the Spode Factories, 
over a century ago, are still as popu- 
lar as ever among those who seek the 
finest. 


Spode’s “BUTTERCUP” Pattern is a 
particularly charming example of a 
one-hundred-year-old design which is 
much in demand in America today. 
It features a beautiful fluted shape, 
with daintily embossed wicker bands 
and gay, natural colorings. 


Stocked in New York in complete 
dinnerware services. Prices on appli- 
cation. 


COPELAND s THOMPSON Inc. 


206 FIFTH AVENUE - NEW YORKCITY 


















QUIMPERWARE _ 





from the Grande Maison factory at Quimper, France 
(Established 1420) 
We take pleasure in presenting for the first time 
a complete range of these quaint old Brittany 
productions. Some stock is already here, while 
further supplies are expected soon. 


available to members of the trade upon request, 


Illustrations 


THEODORE HAVILAND & CO., INC. 
26 West 23rd St., New York 


Also sole American representatives for 
Theodore Haviland French china and English dinnerware 
from Booths, Ltd., and John Maddock & Sons, Ltd. 





Sterling Silver with Non-Tarnish Rhodium 
Finish on fine Crystal glassware. 


Send for a sample assortment of twelve large 
items for $24.00. Two of the items are illus- 
trated above. 


EDMONDSON WARRIN, Inc. 
43 W. 13th St., New York City 
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Dramatized China and 
Glass Displays Are Best 


The jeweler has 


one advantage over almost all of his competitors in 
the selling of china and glass: he can set up a com- 
plete display in his store which shows exactly how 
the merchandise is used in the home, and in doing 
this he need not go beyond his regular stocks for 
the goods so displayed, unless it be for the linen. 

Moreover, his table settings should have an ap- 
peal which is unrivaled in quality of merchandise 
and the taste in which the appointments are ar- 
ranged. As dealer in fine silverware, the crowning 
table decoration, it is his prerogative to be the final 
and supreme arbiter in the important question of 
what pattern of china would be most correct. 

The repeated experience of many retail jewelers 
has demonstrated the superior sales appeal of the 
table-setting type of display over ordinary stock 
arrangements. It is a primary merchandising prin- 
ciple that dramatized displays showing the use of 
goods have far more interest-attracting power 
through their ability to help the customer visualize 
the joy and pride of possession. 

Perhaps the most important thing for the jeweler 
to remember, if he would successfully conduct a 
china and glass department, is that he must maintain 
in his store the very best quality of lines, and com- 
plement the goods with an equally high standard 
of service and understanding of his customers’ 
problems. 

The plates on the right, from the top, downward, 
are illustrated, respectively, through the courtesy of 
Paul A. Straub & Co., 105 Fifth Ave.; Wm. S. 
Pitcairn, Inc., 104 Fifth Ave.; Rosenthal China 
Co., 149 Fifth Ave.; Justin Tharaud, 129 Fifth 
Ave., New York. The glassware below is, left to 
right, from the Pairpoint Corp., New Bedford, 
Mass.; Libbey Glass Mfg. Co., Toledo, Ohio; 
T. G. Hawkes & Co. (cocktail set), 542 Fifth 
Ave. The teapot is from Josiah Wedgwood & Sons, 
160 Fifth Ave., New York. 
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e . A Day at the New Yorker China and Glass Show 
F ine E n gli sh Ware Jewelers who were among the more than 600 buyers 


who visited the New York China and Glass Show held 
in the New Yorker Hotel, July 29 to Aug. 4, found the 
exhibits replete with attractive new lines for fall mer- 
chandising. This show, which made its initial bow to the 
trade last year, has grown to the healthy proportions of a 
total of 52 exhibitors, taking the entire fifth floor of the 
hotel. Especially in evidence were the finer lines of im- 
ported and domestic ware, quality merchandise of the type 
desirable for the retail jewelry store. Charles B. Rosen- 
gren, formerly editor of Gift & Art Wares, is manager 
of the show. ’ 





Among the Exhibits 


A high spot of colorful beauty was the display of 
Franciscan pottery, a new manufacture of Gladding, 
McBean & Co., of Los Angeles, being introduced in New 
York and New England by Justin Tharaud, Inc., of 129 
Fifth Ave. This ware is a new scientific development 
in the method of treating clay. It is available in several 
unusually attractive glazes, and a special feature of this 
. pottery is that it is ovenproof. The ware has met with 
immediate acceptance on the West Coast, where it was 
first introduced, and in other parts of the country. Other 
lines offered by Mr. Tharaud include the new Winifred 
shape in Bavarian china, Myott Staffordshire dinnerware, 
and a diversity of short line patterns. He is looking 
forward to a substantial business this fall. 


Ebeling & Reuss, Inc., 707 Chestnut St., Philadelphia, 
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In four fascinating col- with New York showrooms in the Empire State Building, 
; : were on hand with seven new and resplendent lines of 

Or -combinations; Blue, Italian dinnerware. This ware marks a new high in rich- 
ness of solid color. Chintz pottery is popular, reports 

Green, Maroon and Mr. Reuss, while his Czecho salad sets and plaid Dutch 


luncheon sets are being selected for summer hospitality 


Black, with floral motifs i 
in nature's hues "Borrowing a term from the jeweler, Edmondson War- 


rin, Inc., 45 W. 13th St., is featuring “platinum” luster 
plates in all sizes. In glass, the old style gold stem ware 
is in demand among jewelers, reports this concern. Un- 


From Myotts Statford- usually attractive are the combination silver deposit and 
. frosted glass drinking sets, comprising decanter and gob- 
shire Pottery. lets, brought out for fall trade. 


Out of Mexico comes peon-made glassware, in shapes 
and designs that would make proud the heart of Monte- 


Ser vice plates can be zuma. Blue and green, amethyst and aquamarine, are 


fj bl ° ] d the colors, and no two items are alike. Francis H. Ruhe, 
pro ita Y retailed at of 14 W. 23rd St., says that his only trouble is that the 


Mexicans can’t make them fast enough. 


$1200 A combination Martini and cocktail shaker, with a 
(per dozen) 


patented top that allows no seepage and can be sapolioed 





to perfect sanitation with ease, is the offering of the 


Short lines carried in Anchor Mfg. Co., 377 W. Broadway. This popular 


item owes its success to its ability to prepare all types of 
stock for immediate drinks. Recipes for the latest fashions in refreshment are 

embossed on the sides of this glass shaker. Green, amber, 
delivery. and frosted liquor bottles with hand-applied chromium 


decoration are another Anchor feature. 


Theodore Haviland & Co., Inc., 26 W. 23rd St., 

anticipate the style trend with its new “1937” shape.on 
J USTIN THARAUD P INC. ivory and Celedon bodies. The Booth, Ltd., English 
dinnerware and individual breakfast sets were also on 


129-131 Fifth Ave. + + New York, N.Y. | display. 
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Fine China 
Belongs in the 


Jewelry Store 


Pan china and glass 
in the jewelry store can serve a dual purpose. First, it 
can mean added volume without unusual sales effort be- 
cause of its close kinship with silverware. Second, it can 
serve to brighten the appearance of the store. Strategi- 
cally placed, colorful pottery and china are a stimulation 
to the customer’s visual sense, often leading to greater 
store traffic. 

In the retail jewelry store of the Davis & Hawley Co., 
Inc., 966 Main St., Bridgeport, Conn., effective display 
of china and glass is especially evident. Upon entering 
the door the customer sees to the right a table set with 
china, glass and pottery and porcelain novelties. The ar- 
rangement is varied each week. Sometimes a luncheon 
table is set; at Thanksgiving a formal dinner arrange- 
ment is made with all the appropriate trimmings. Or 
there may be a strictly merchandise display of glass, show- 
ing a complete stock of drinking accessories and goblets 
of all sizes. 

As the customer passes down the center aisle he sees 
in a flat showcase eight places set for dinner, complete 
with service plates and silverware. Various china and 
silver patterns are shown in harmony this way. This 
arrangement also is varied periodically, an attempt being 
made to have something about each display a little differ- 
ent each time a customer visits the store. About half way 
to the rear in the center of the store is placed a series 
of shelves on which are shown a wide variety of bril- 
liantly colored Italian glass. The sombre atmosphere 
commonly found in jewelry stores is completely eliminated 
by the gay tints of this ware. On top of the showcases 
which display the usual stock of diamonds, watches and 
silverware, at regular intervals, are found attractive porce- 
lain lamps. Toward the rear are two large wall cases 
in which are shown glassware of every type. At the 
back of the store the visitor sees a stair leading to a mez- 
zanine floor. Built-in shelves part way up the steps ex- 
hibit bowls and vases of imported glassware decorated in 
colorful designs. Looking from the main sales floor an at- 
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William C. Hawley, President, 
Davis & Hawley Co., Inc. 


tractive array of china and glass is seen on the mezzanine. 
There the display is arranged so as to present an interest- 
ing vista of china, glass and art novelties. Mr. Hawley has 
brought from Europe beautiful and curious pieces which 
set off the conventional stocks of the china and glass 
department and which lead the customer on to “see what 
is up there.” Reaching the top of the stairs the visitor 
sees a relatively complete stock of domestic and imported 
china, Lenox, of course, and Wedgwood, Spode, Brit- 
tany, Dresden and Bavarian ware. 

A detailed description of the arrangement of merchan- 
dise in the Davis & Hawley store has been given because 
it illustrates how the interest of the customer may be 
drawn successively from judiciously placed points of in- 
terest to the china department in the rear. 

“Successful merchandising of china in a jewelry store 
depends largely: upon a wise buying policy,” said Mr. 
Hawley. “The jeweler, if he is to maintain his reputa- 
tion for fine quality merchandise, cannot afford to stock 
such cheaper grades of china and glass as are sold in large 
volume by the department store. Not only will he be 
unable to compete in price, but also the reputation he has 
built for having unusual merchandise will suffer when it 
is seen that his china and glassware are the same as in 
other shops. Our china is almost exclusively of the finer, 
more expensive kind; of course, we stock one or two 
patterns of moderately priced ware, lines which we feel 




















BOHEMIAN 
GLASSWARE 


for Jewelers 


































































RUBY EGGERMAN 


A classic in Bohemian Glassware. 
Carried in Vases, Rosebowls, Wine 
and Cordial Sets, Decanters, etc. 
We also show a very extensive line 
of specialties in both table and fancy 
glassware, also Smokers’ Accesso- 
ries. All goods in stock, insuring 


prompt shipment. 


Paul A. Straub & Co., Ine. 


105-107 Fifth Ave. 


At 18th Street New York 










YOUR HOME IN 
PHILADELPHIA 






Here a gracious, unobtrusive hospitality in the best Philadel. 
phia tradition ... every thought for your comfort... rooms 
smartly modern in decoration and appointments, including 
Simmons Beds...the skill of Bellevue chefs ... and a conveni- 
ence of location that will make yours a well remembered visit, 


cllerue Steat ford 


CLAUDE H. BENNETT, General Manager 








* + 


oy a A STAR HOTEL 


in New York 


for BUSINESS... 1 block from 
Times Square, 3 blocks from 5th 
Ave. Underground passageway 
to all subways. 











* for DINING...3 fine restau- 
rants to choose from—coffee 
room, tavern grill, main dining 
room. 











& for RECREATION...69 fine 
1400 large rooms...each with theatres within 6 blocks. 1 block 


bath {tub and shower} servidor from Broadway...4 short blocks 
and radio. to Madison Square Garden. 


Single from $2.50 
cones $3.50 *& for QUIET SLEEP...Our 32 
‘ stories of fresh air and sunshine 
Special Rates for longer periods assure you quiet comfort at all 


Send for Booklet T hours. 


Breakfast from 30c Luncheon/from65¢ 
Dinner from 85c 
JOHN T. WEST, Manager 


tote LINCOLN 


44TH TO 45TH STREETS AT 8TH AVENUE - NEW YORK 
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are of exceptional value, but this is more as an accommo- 
dation to our regular customers who prefer to buy from 
us. We could fill the sales room solid with cheap china 
and it would still be bought from the department stores ; 
we prefer to specialize in lines which the people of Bridge- 
port have come to realize, over a period of 25 years, can 
be had only at the Davis & Hawley store, and that they 
are the best. 

“Tt is easy to persuade women that they should have 
china in consonance with the quality of their homes. It 
can be pointed out that a gracious hospitality is dependent 
upon beautiful table appointments. If the jeweler will 
make a study of the customs of entertainment and of 
etiquette and also know something about the china which 
he is selling, he can, more often than not, act as an advisor 
to his customers. 


dd 

The average woman wants 
help in making a decision as to what kind of china to buy. 
She wants to deal with a salesperson who obviously knows 
what is proper for the home and can recommend with 
assurance. And if the salesperson has personality he can 
tactfully direct the customer’s preferences in the direction 
that he wishes, toward the finer grades of ware, and the 
buyer will feel that it is her own excellent taste which 
has made the selection. 

“After establishing a relationship of this kind with one’s 
customers, it is not unusual to be asked to visit a pros- 
pect’s home, in order to suggest patterns of china, glass 
and silverware that will harmonize with the decorative 
scheme. We make a special effort to have our store dis- 
plays arranged in perfect taste so that always the impres- 
sion will be given that we know what’is proper. When 
the table in the front of the store is set with a formal 
dinner service, we are careful that the design motifs of 
the china are similar in feeling to the silver pattern used. 

“Our stock of china is made up chiefly of short lines. 
While there is plenty of opportunity for the sale of com- 
plete services, we prefer to sell our silver tea and coffee 
sets and serving dishes, and we find that an attractive ar- 
rangement of silver and china together will often bring 
the sale of both. 

“When weddings or engagements are announced we 
try to find out the bride’s preferences in china and silver- 
ware, usually with some success, and then we invite her 
by letter to visit the store to look at an arrangement that 
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What Makes a Successful China and 
Glass Department? 


—Stock of a Quality that Identifies the 
Selective Taste of the Jeweler 

—Displays that Appeal to the Discrimi- 
nating Eye of the Customer 

—Knowledge of Present Customs and 
the Tradition of Table Appointments 

—Sales Ability that Offers Wise Counsel 
to the Hostess about Her Home 

—Advertising that Reflects the Prestige 
of the Store and the Department 











Window display at the store of the Davis & Hawley Co. showing examples of fine chinaware 


we have planned for her. Frequently in these cases, fail- 
ing the sale of silver, we get an order for china, or vice 
versa. 

“Our china and glass department has been conducted 
along these lines for some 25 years, and in doing so I 
believe we have earned for ourselves a recognized position 
in the community as being the only source of really fine 
china in Bridgeport. We have supported this idea by con- 
sistent advertising in the Bridgeport newspapers, and in 
other media, and have found that, all in all, the benefits 
to be derived by the jeweler from such a sound policy are 
well worth the effort.” 

The jewelry establishment which today bears the name 
of the Davis & Hawley Co., Inc., was founded 96 years 
ago. It is representative of the sturdy New England 
tradition which harks back to Colonial days, as are so 
many of the stores in those states. Today, situated on 
the corner of Main and John Sts., in a building erected 
by Mr. Hawley in 1924, it has the advantage of being 
located at the intersection of the main shopping thorough- 
fare of Bridgeport and the road which bears most of the 
traffic to New York. The store’s proximity to the metro- 
politan area has meant that it.must meet big city compe- 
tition, especially in business derived from summer colonies 
which dot the surrounding territory. This Mr. Hawley 
has met with aggressive advertising in publications which 
reach the clientele he wishes to influence, and by main- * 
taining in his store the high standards of merchandise and 
service which are the possession of every real jeweler, 
whether of metropolis or village. 























































































NEW WATCHES 


HAT time is it? Is there a question that is asked 

more often in the course of our modern day rush? 
There was a time when time was not considered nearly 
so important as it is today. The progress of civilization 
has speeded up daily life and brought about the increased 
need for accurate time telling. Time is more precious 
today than ever before and its accurate measurement in 
hours, minutes and seconds has become a necessity where 
once it was considered a luxury. 


When the question “What time is it?” is asked, there 
is always something behind that request—a train or air- 
plane to be caught, an important engagement to be kept, 
or a hundred and one other reasons why a knowledge of 
accurate time is needed. 


Time was of little importance to the first generations. 
They saw that the shadows changed their length and 
direction as day grew on toward night. So the moving 
shadow was the first faint germ of the beginning of time 
reckoning. The development of time telling from this 
far-away beginning has come down through the ages to 
its present-day standard of accuracy step by step. 

The burning rope was used in the dim past and as the 
fire burned from one knot to another a given amount of 
time elapsed and was recorded. The hour glass was 
invented in Alexandria about the middle of the Third 
Century and was used by the Greeks and Romans for 
measuring the hours. The burning candle divided into 
sections was used in the long ago to mark the passing of 
the hours. The water clock came into use and from the 
idea of this mechanical clepsydra sprang some of the 
greatest clocks that the world has ever known, and dur- 
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FOR A NEW ERA 


ing what is known as the mechanical age the great clock 
of Strasbourg cathedral was built. 

The Nuremberg Egg—the first watch made in the 
world—was manufactured by a Nuremberg locksmith in 
the Fifteenth Century and was given to the emperor, who 
had a lackey carry it around on a pillow because of its 
bulk. He kept the lackey busy telling him the time 
because of the novelty of the thing. The emperor's 
timepiece was hardly ever correct, because the egg- 
shaped watch gained from one to two hours a day, but 
from this instrument has sprung one of the most mar- 
velous industries in the world—that of watchmaking. 

From the caveman and the slow-moving shadow to the 
tiny wrist watch of today is a long and eventful journey. 
Contrast the watches of even our grandfathers’ day with 
the graceful lines of present-day timekeepers. The mod- 
ern butterfly of fashion would scarcely consider the 
watches of her grandmother’s time. 

Manufacturers of fine watches may well be proud of 
their achievement. No finer gift can be suggested—a 
gift which will be treasured for its practical as well as 
its sentimental value. 

The watches shown on these pages are through the 
courtesy of the following: 1—Concord Watch Co.; 2-3— 
Hamilton Watch Co.; 4-5—Elgin National Watch Co.; 
6—Manheimer Watch Co.; 7—Waltham Watch Co.; 
8-9—Jules Racine & Co.; 10—Louis Sickles; 11—Louis 
Watch Co.; 12-13—A. Wittnauer Co.; 14—Roxy Watch 
Co.; 15—Bigalke & Eckert Co.; 16—L. Adels Co.: 
17-18—]. R. Wood Sales Corp. ; 19—Paul Vallette Watch 

Co. of America; 20-21—Tavannes of America, Inc.; 22-23 
Bulova Watch Co.; 24—De Frece Watch Co.; 25-26— 
Zenith Watch Co., Inc. 
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e Senge for our traditionally 

fine quality, and DOUBLE-CIRCLE 
for our superior quality! Here, then, are not: 
only signs of quality, but the symbols of sat- 
isfied customers for whom BRUNER-RITTER 
has removed all guesswork in the purchase 
of 1/20th 12-kt. gold-filled and chromium watch 
bracelets that answer every test for beauty 
and value as well as quality! Perhaps the 
best proof of that fact is the number of truly 
fine watches that ‘‘wear’’ B/R circle-stamped 
bracelets. ... 


BRUNER-RITTER, Inc. 
350 Hudson Street, New York City 
CHICAGO OFFICE: 35 E. WACKER DRIVE 


@ All Bruner-Ritter Products Stamped in Accordance 
with the Laws of the Federal Trade Commission. 
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THE NEW VOGUE - 
N WATCH 
ATTACHMENTS 





}-2. New style Simmons 
watch attachments with 
patented folding ratchet 
claspsand removable links. 
The new cord style for 
men gives a choice of 
white or natural and for 
women of white, naturai 
or green 


3-4. Here are two at- 
tachments so well styled 
and serviceable that they 
create an immediate ap- 
peal to prospective pur- 
chasers. They were se- 
lected from the line of 
the Louis Stern Co., Prov- 
idence, R. |., They are 
gold filled. 


5-6. In these illustrations 
are shown the new “Van- 
guard” and “‘Grenna’”’ pat- 
terns chosen from the 
line of the Kestenman 
Bros. Mfg. Co., Providence, 
R. |. They combine style 
and utility and are atrac- 
tive items for the retail 
jeweler. 


7-8. These two handsome 
attachments are sure to 
create public demand 
Both are expertly styled 
and made to give lasting 
Satisfaction because of 
careful workmanship 
They are in12K gold filled 
and are the products of 
the Bliss-Scofield Corp., 
Newark, N. J. 
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It isa far step from the use of leather straps with 
pockets in which the watch was held to the 
modern chic metal watch attachment which 
combines style with convenience and is an accept- 
able accessory to the present-day wrist watch 
The watch attachment industry has grown in a 
comparatively few years until today it is a note- 
worthy part of the jewelry trade and each 
year sees improvement in style, durability and 
convenience in adjustment to wrist size. Mil- 
lions of watch bracelets are sold every year and 
alert jewelers throughout the country are quick 
to see the advantage of adding watch attach- 
ments to their lines. 
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QUALITY 


BEAUTIFULLY 
PRESENTED .. 


The unvarying high quality of Bugbee & Niles 
Watch Attachments has attracted the loyal patron- 
age of thousands of jewelers who are building 
soundly as distributors of quality merchandise, a 


policy maintained since 1859. Q In this 





and of material you have learned to expect 
from Bugbee & Niles. Leading wholesalers are 
ready to supply you. @ Prompt deliveries always 
from adequate stocks—a service we have rendered 


the field for years. CHAIN BRACELETS, 





latest catalog—the most comprehen- (inee 1859))> CORD BRACELETS, RIBBON 
sive we have issued in years AA LOT & & INT ; BRACELETS, TONGUE 
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are illustrated many new py 
D, 





ideas, expressing that quality 
of style — of construction — 
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9-10. Presented herewith 
are two Azium “Synchro- 
slide” offerings which in 
high standard workman- 
ship, design and material 
appeal to an appreciative 
public. Produced by the 
A & Z Chain Co., Prov- 
idence, R. I. 


11-12. Excellent examples 
of modern watch attach- 
ments which appeal to 
discriminating purchasers 
Both of these models 
combine practicality and 
charm. The selections 
are the products of the 
Bruner, Ritter, Inc., New 
York. 


13-14. These bracelets for 
men and women are made 
in chrome non-corrosive 
or 1/20th-12 Karat non- 
corrosive and are excel- 
lent examples of carefully 
styled and skillfully made 
attachments. They are 
products of the Gemex 
Co., Newark, N. J. 


15-16. Two. outstanding 
ratchet clasp models in 
1/20-12 Karat gold filled 
from the line of Jacques 
Kreisler Sales Corp., New 
York. They are excellent 
trade builders in step with 
the latest style trend. 


The convenience of the wrist watch has had a 
marked influence on the growth of the watch 
attachment industry. The first wrist watches 
for women were equipped with lugs at the ends 
of the case through which a ribbon was passed. 
Sliding clasps held the ribbon in place and per- 
mitted adjustment. During the World War the 
old pocket leather strap became an important 
part of the soldiers’ equipment. The idea was 
quickly grasped by busy Americans, and men’s 
strap watches came into general use. Then came 
the development of the modern metal attach- 
ment with its many ‘refinements. 








HENRY C. BARTHMAN 





Watching Small 





F. WILLIAM 
BARTHMAN 


By John W. Harrington 


Like toa 


merchandising policy which has never varied in principle 
is attributed the continuous success of the retail jewelry 
house of William Basthman, now celebrating its fiftieth 
anniversary. All this last half century it has not stirred 
from-its original stance at the corner of Broadway and 
Maiden Lane, New York City. Stores have come and 
stores have gone, but this well founded firm is ready to 
go on forever. It has absorbed several shops which once 
competed with it and had far different ideas of carrying 
on business. The Barthman way of getting trade and 
holding it is therefore well worth studying, in the opinion 
of those who have followed the trend of the times. 

Take only a single line—watch attachments—as an 
example of the method this old, yet ever young estab- 
lishment employs. It has one of the largest retail trades 
in that class of merchandise in New York—and in the 
country, for that matter. It has everything from a plain 
leather strap at $1 up to $1,000 bracelets to hold to the 
wrist the costliest of time pieces. 

Right there is the secret of the steady rise of the house 
of William Barthman. Its slogan all these years has 
been “No sale too small and none too large.” In modern 
wording one might put the motto as “No high hat.” 

Barthman’s, as the trade knows, deals almost entirely 
in gold and platinum jewelry and set gems. It carries no 
silverware, sterling or plated, except a few novelties in 
the solid metal. In gold it sells nothing less than four- 
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teen karat. It stocks anything from the plainest of wed- 
ding rings up to rings set with $10,000 diamonds and 
$25,000 necklaces. Anyone watching the way it treats 
its customers could never tell any difference, however, in 
the manners of the salesmen whether they were dealing 
with junior clerks in Wall Street or with millionaires. 

“Many dealers do not believe in this policy of ours— 
that of watching the small sales,” said Henry C. Barth- 
man, one of the partners, the other day. “It has been 
successful with us, especially in this locality where the 
man who starts in as a small salaried clerk may be the 
head of a large corporation within a few years. In the 
heart of the financial district, as we are, this house has 
seen many changes. We may sell some low priced article, 
though of excellent quality, to a customer, who a few 
years later will bring in his wife to look at rings from 
which to select a present for herself. 

“To you like that one, Mary,’ he says. “ ‘All right. 
Wrap it up for us, please.’ The purchase may mean an 
$8,000 check.” 

In this Wall Street district the unexpected things which 
happen in sales is well illustrated in the watch and watch 
attachment trade of William Barthman. A customer 
may come in for a leather strap for a cheap watch. Only 
a few such straps may be shown in the case, but from 
cabinets back of him the salesman brings out tray after 
tray of them—plain leather thongs—English pigskin— 
and tells all about them. The customer, for all the sales- 
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Sales Develops Big Ones 


‘Watching the small sales,” declared Henry C. Barthman, one of the senior members 

of the concern, “has been successful with us, especially in this locality where the 

man who starts as a small salaried clerk may be the head of a large corporation in a 

comparatively few years.” The business has been on the same corner at Maiden Lane 
and Broadway, New York, for fifty years. 


man knows—if he is not acquainted with him—may be 
getting the simple strip of leather for the watch he car- 
ries on his yachting or hunting trips. He is as likely as 
not to come back and buy a bracelet for his wife’s watch 
—one set with precious stones. It is more than likely— 
for such things happen often at the Northeast corner of 
Broadway and Maiden Lane. There may not be much 
in selling a watch strap for a dollar or so and attaching 
the watch to it free of charge, but the chances are that 
eventually such a sale will pay. Out of small sales big 
transactions grow. 

The same policy applies to the repair department at 
the house. The man who wishes a new watch crystal 
gets prompt attention. Most watches these days are car- 
ried on the wrist and naturally a man who is waiting a 
few minutes to get a new crystal at Barthman’s will 
notice the large display of attachments. The chances are 
that he will buy one. Often attachments are brought 
in for repair and some may be of outmoded design or of 
material which becomes frayed and worn through the 
friction of the cuffs. The best possible job is done on 
such articles, if the customer is sure he wants the repairs 
made. The suggestion is made, however, that something 
more durable and suitable would be better to have. Often 
the customer does his own suggesting, for he cannot help 
but see the extensive line displayed both in case and 
window. ; 

One of the two Broadway windows of the firm is al- 
ways given to attachments, with watches placed in them. 


pe ties. 


_WILLI 


AM _BARTH 





In the front is a chronometer by which many hundreds of 
persons set their timepieces every day. On the average 
business day 25,000 men and women pass the store and 
a great many of them note what novelty in watch attach- 
ments Barthman is showing. Some days the place of 
honor may be given to a wrist watch, with a dingy strap 
which was worn by a daring aviator only a little while 
before when crossing.the Atlantic. 


Such features as that 


are always taken direct from the current news. There 
is always an attention arresting center for the display. 
The attachments in the Broadway window are designed 
for all kinds of watches—and purses. ‘They attract the 
young business woman who may invest in only a silken 
cord with gold mountings, or the man who fancies as 
a gift for some one a massive platinum bracelet of gem 
laden links. ‘This window has done much to spread the 
reputation of the house for watch attachments of all types. 
Likewise every customer who looks at watch attachments 
may see all that the house has in the line, whether ‘it is 
on display or not, if he wishes. His own purchase may 
not be large, but when he talks with his friends he gives 
a description of this line which is virtually an advertise- 
ment. 

The watch attachment branch of the Barthman business 
has gone over so well, on account of another detail of 

(Turn to page 145) 
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Window displays of this kind have helped to sell many watch attachments to buyers from the Wall St. district. 
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Sammon one thing they ALL agree 
GEMEX BRACELETS ate SMAR 

















THE EVIDENCE IS HIGHLY FAVORABLE TO THESE NEW WATCH ATTACH- 
MENTS BY GEMEX. MODERN AS MANHATTAN'S SKYLINE ... AND 
PRACTICAL IN EVERY WAY e THESE NEW NUMBERS ARE MADE IN 1/20-12 
KARAT GOLD FILLED NON-CORROSIVE (WHITE, NATURAL 
AND GREEN FOR MEN; WHITE AND NATURAL FOR LADIES). THEY 
CAN ALSO BE FURNISHED IN CHROMIUM NON-CORROSIVE. 


CONSUMER PRICES INDICATED ¢ ¢ © DISTRIBUTED THROUGH WHOLESALERS 
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170 THOMAS STREET ¢ NEWARK, N. J. 
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What Watch Attachment Manufacturers Say 


Watch bracelets are 


an essential part of the modern jewelry store stock, and 
changing dress style trends make it necessary for the 
jeweler to be alert to the fact that present-day purchasers 
demand the latest products. 


Watch Bracelet Styling 


“The styling of watch bracelets is a constant problem 
on which our factory is always at work,” says W. Lichten- 
fels, of the Gemex Co., Newark, N. J., who adds that 
the average customer requires style, mechanical perfection 
and a stamped quality in the product purchased. 


Better Quality Watch Attachments Can Be Sold 


E. W. Berg, of Erdman-Berg, Inc., Fraser, Mich., in 
commenting on the watch attachment business, declares 
that it is the contention of his house that better watch 
bracelets can be sold if the jeweler will bring stress on the 
point that the bracelet is just as important as the watch 
and not merely a cheap accessory. 


Optimistic About Future Business Trend 


Paul M. Stern, of the Louis Stern Co., Providence, 
R. I., is optimistic about the future business trend and, 
while he declares that he would rather leave forecasts to 
Roger Babson, he says that his company looks forward to 
one of the best years in the history of his business. 


Style and Design Important Factors 


“The demand for watch straps today greatly differs 
from the past in that the purchaser of today asks for 
more than just something to hold a watch on his wrist,”’ 
says Louis Kestenman, of Kestenman Bros. Mfg. Co., 
Providence, R. I. He adds: 

“Style and design play an outstanding part in infiu- 
encing the purchaser’s choice. The strap design must 
harmonize with the watch. It must reflect the purchaser’s 
taste, for a watch strap is expected to dress up not only 
the watch but also the wrist. 

“Greater knowledge about the effects of body acids 
and other elements on metal has brought better construc- 
tion methods and more scientific processing into use. Non- 
corrosive base metals have been evolved as a further aid 
in counteracting wear, corrosion and tarnish. 

“A watch strap made by a reputable manufacturer is 
stamped with the maker’s name or trade-mark as well as 
the quality. This is a guarantee to the jeweler and con- 
sumer that it is made to meet present-day standards and 
that the manufacturer stands back of his product.” 


Current Styles to Continue 


H. A. Gardner, treasurer of the Bugbee & Niles Co., 
North Attleboro, Mass., is of the opinion that current 
stylings of watch bracelets will undoubtedly continue 
well into the next season, with perhaps some minor varia- 
tions in mechanical structure. He adds: 

“There is a well-diversified presentation of closed and 
open center watch bracelets by manufacturers specializing 
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in this item that offers the consumer everything that could 
be desired for comfort, convenience and style. For our- 
selves, however, would say that the Bugbee & Niles Co. 
always has preferred to allow styles to predominate in 
our product, which explains our marked preference for 
the open-center bracelet. 

“There is, of course, a definitely indicated trend toward 
watch bracelets made of the precious metals, which will 
be especially helpful to those manufacturers who have 
always borne a reputation for quality products, and now 
that the new stamping agreement permits more precise 
comparisons, there will be greater discrimination of 
values.” 


Modern Trend in Watch Bracelets 


Marvin Bruner, of Bruner-Ritter, Inc., New York, 
says that it took the metal watch bracelet a long time to 
reach its present high estate in the watch world. It 
might have gotten there sooner had the resistance been 
less stubborn. “It so happens, however,” continues Mr. 
Bruner, “that that resistance, instead of cutting short 
the life of a growing industry, breathed new life into it, 
giving birth as it did to the various mechanical ideas and 
innovations that have made bracelet manufacturing what 
it is today. This, coupled with the industry’s growing 
insistence on modern artistic styling and designing, in- 
sures the metal bracelet’s survival. 

“The early metal bracelet proved a more natural com- 
plement for a watch, matching as it did gold for gold, 
gold-filled with gold-filled, and chromium with chromium 
to make of the whole one complete style unit that recom- 
mended itself in no uncertain fashion to watch consumers. 

“But this early type of metal bracelet also became 
worn, shoddy and unsightly. Perspiration tarnished and 
corroded it, and this formed the backbone of the resis- 
tance to it. Its clumsy, ineffective and undependable 
clasp and one or two of its loose fittings were also argu- 
ments in its disfavor. 

“The more alert bracelet manufacturers, keen to sense 
possibilities and just as keen to stem the tide of resistance, 
enlisted the best engineering brains available in an at- 
tempt to build a metal bracelet that would have every- 
thing in its favor and nothing in its disfavor. The results 
today almost shout for themselves! 

“The trend is obviously to harmonizing effects just as 
it is to gold-filled attachments because of their greater 
beauty, their finer quality, their richer finish. The wrist 
watch is ornamental. Its attachments should be no less 
ornamental. Happily the trend is in that direction. 

“Look at any metal bracelet manufacturer’s line. Note 
the abundance of gold-filled creations with their smart, 
original designs. Note, too, how smoothly they are made 
in the modern manufacturing process. Then look at the 
world’s finest watches and see how these bracelets en- 
hance their beauty and simplicity and attractiveness; how 
they form an almost perfect companionate link with 
them. Then and only then will you fully appreciate how 
far metal bracelets have come in the scheme of things 
fashionable and artistic and graceful.” 
































KLIK-ON is geared to A li k ad * fi t 
veinesies tag eliekK and it tits 
touch—a click—and it fits. 
Smaller and stronger. 


Used exclusively on 
Wristacrat Watch Bracelets. 


KLIK-ON is an exclusive “Wristacrat” feature—no other bracelet has it. 


KLIK-ON employs an entirely new construction principle eliminating 
all the objectionable features of present adjustable buckles. Actual wear 


tests over a period «f months have proved it perfect in every respect. 


Pat. Pending 


KLIK-ON is geared to sell. We showed the first one to a number of 
men and women and without exception every one said: “I want one— 
where can I buy it ?” 

Your wholesaler has the Wristacrat line with KLIK-ON center catches 


and adjustable end hooks. If not—write to us. 


LOUIS STERN COMPANY, PROVIDENCE, RHODE ISLAND 


The new adjustable end hook, opened and closed. 
Standard on all new styles men’s Wristacrats. 
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Wholesale Jewelry Code 


(From page 95) 


Section 5. To ship or deliver merchandise on memorandum 
and authorize its retention by the retailer for longer than ten 
(10) days; provided, however, that the Divisional Code Author- 
ity may permit such shipments or deliveries under unusual 
circumstances justifying the same. 

Section 6. To ship or deliver any merchandise on consign- 
ment, provided that the Divisional Code Authority may permit 
such shipments or deliveries under unusual circumstances 
justifying the same. 

Section 7. To make memorandum shipments unless trans- 
portation charges both ways shall be paid by the firm request- 
ing such shipment. 

Section 8. To allow any cash discounts to a retailer and/or 
institutional, commercial and/or industrial user on merchandise 
sold for his or its account to the consumer by the wholesaler. 

Section 9. To prepay transportation charges except where 
delivery is by messenger or local package delivery service 
within a twenty-five mile radius of the wholesaler’s or dis- 
tributor’s place of business. 

Section 10. To make allowance for transportation charges 
on shipments of merchandise, except that an allowance for 
transportation charges may be made on items which are ordi- 
narily stocked and available but which were temporarily out 
of stock at the time of the shipment of the order. 

Section 11. To use the power of appointment of Watch 
Inspectors by any member of the Trade who is a General 
Watch Inspector for railroads in order to force retailers to 
bay goods from him, and to furnish railroad passes by such a 
General Watch Inspector in order to influence retailers to buy 

. merchandise from him. 

Section 12. To accept for credit or exchange merchandise 
when shipped in accordance with customer’s orders unless— 

(a) Such merchandise be obviously defective in material or 
manufacture and be returned for credit within ten (10) days 
after receipt of the same, or 

(b) Such merchandise be latently defective and be returned 
within such time as a reasonably prudent retailer in the exer- 
cise of ordinary care would discover the defect, or 

(c) Such merchandise be guaranteed by the manufacturer, 
in which case the wholesaler may accept such merchandise in 
accordance with the terms of the guarantee and during the life- 
time of the guarantee, or 

(d) Such merchandise be shipped as a result of an error in 
ordering or shipping and be returned for credit within ten (10) 
days after receipt of the same, or 

(e) Such credit be made on account of insolvency of the 
customer and be reported to the Divisional Code Authority. 

Section 13. To sell second-hand or rebuilt watches, or 
watches containing second-hand or rebuilt movements, unless 
at the time of sale and delivery there shall be affixed to each 
such watch a tag which states that the watch is second-hand 
rebuilt. 

Section 14. To give or offer to give directly or indirectly 
any free watch material, except that such watch material may 
be supplied- without charge for purposes of replacing demon- 
strably defective material previously sold to the recipient. 

Section 15. To make and send any invoice which does not 
include a clear and complete statement of the terms and condi- 
tions upon which the transaction was based. 

Section 16. To sell or offer for sale any watch case either 
as a separate entity or fitted with a movement as a complete 
watch unless the said watch case shall have stamped indelibly 
and legibly in some visible place on its outside surface the 
manufacturer’s name or duly registered trade mark accom- 
panied by a quality mark equally indelible and legible, in ac- 

cordance with the standards and conditions established in Article 
VIII of the Code of Fair Competition for the Watch Case 
Manufacturing Industry as approved by the President on 
December 23rd, 1933; provided, however, that this provision 
shall not apply to watch cases completely manufactured prior 
to the effective date of this Supplemental Code and for the pos- 
s€ssion and ownership of which the distributor shall submit 
to the Divisional Code Authority, before offering the same for 
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sale, an executed bill of sale dated prior to July 1, 1934, or 
such reasonable extension beyond said date as may be granted 
by the Divisional Code Authority upon application therefor. 

Section 17. For a member of the Trade to make or permit 
his agents or employees to make or publish any statement, oral 
or written, which falsely disparages in any material particular 
any competitors or their goods, prices, values, credit terms, 
policies or services. 


SCHEDULE B 


(The following unfair trade practices are to apply exclu- 
sively to the sale by members of the Trade of watchmakers’ 
and jewelers’ materials, tools, supplies and equipment.) 

Section 18. To allow trade-ins for more than a fair market 
value of the merchandise taken in trade. 

Section 19. To allow more favorable terms of credit dis- 
counts or datings on sales of coupon books than are specified 
in this Article for the sale of the merchandise represented by 
the coupons. 

Section 20. To ship or deliver merchandise to retailers on 
memorandum when its retention for longer than ten (10) days 
by the retailer is authorized. Merchandise of this character 
kept beyond the specified time shall be considered as sold. The 
Divisional Code Authority may permit such shipments or 
deliveries under unusual circumstances justifying the same. 

Section 21. To guarantee the sale by any retailer of any 
merchandise, provided that the Divisional Code Authority may 
permit such guarantee under unusual circumstances justifying 
the same. 

SCHEDULE C 


(None of the trade practice rules in Schedule A of this 
Article except Sections 1, 4, and 6 shall apply to the sale by 
members of the Trade of men’s novelty jewelry. The follow- 
ing unfair trade practices shall apply exclusively to the sale 
by members of the Trade of men’s novelty jewelry.) 

Section 22. To accept for credit or exchange merchandise 
when shipped in accordance with customers’ orders unless: 

(a) Such merchandise be obviously defective in material or 
manufacture and be returned for credit within ten (10) days 
after receipt of the same, or 

(b) Such merchandise be latently defective and be returned 
within such time as a reasonably prudent retailer in the exer- 
cise of ordinary care would discover the defect, or 

(c) Such merchandise be guaranteed by the manufacturer, 
in which case the wholesaler may accept such merchandise in 
accordance with the terms of the guarantee and during the life- 
time of the guarantee, or 

(d) Such merchandise be shipped as a result of an error in 
ordering or shipping and be returned for credit ten (10) days 
after receipt of the same. 

(e) A wholesaler may, however, accept the return of not 
more than ten per cent (10%) of the merchandise sold by him 
to a customer during the four (4) months previous to the time 
the returned merchandise is received by the wholesaler. Said 
returned merchandise so accepted by the wholesaler shall be 
credited to the customer to the extent of not more than eighty 
per cent (809) of the wholesaler’s current selling price for said 
merchandise. The wholesaler shall thereafter make a tripli- 
cate record of the transactions; one copy of which shall be sent 
to the customer, one copy shall be sent to the Divisional Code 
Authority, and one copy shall be kept by the wholesaler for 
his own record. The Divisional Code Authority may permit 
return privileges more liberal to the customer than those estab- 
lished in Subsection (e) where special circumstances justify 
the same. 

(f) A member of the Trade may accept in lieu of payment 
the return for credit of merchandise sold by said member to 
a customer in the case of insolvency or financial embarrass- 
ment of said customer, provided that the acceptance of this 
returned merchandise is reported immediately to the Divisional 
Code Authority. 

Section 23. To give discounts to purchasers more favorable 
than three per cent (3%), ten (10) days E. O. M. or two per 
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cent (2%), ten (10) days, plus sixty (60) days extra dating, 
except that shipments made during the period from September 
ist to November Ist, inclusive, may be made on the following 
terms: 

Three per cent (3%), ten (10) days E. O. M., plus thirty 
(30) days extra dating, or two per cent (2%), ten (10) days, 
plus ninety (90) days extra dating. Merchandise shipped after 
the 25th of any month may be dated as of the first of the 
month immediately following. 

Section 24. To deliver to a purchaser any merchandise in 
excess of the merchandise charged. 

Section 25. To give display materials of a value in excess 
of ten per cent (10%) of the amount of the sale with which 
it is given. 

Section 26. To make any allowance to a purchaser for ad- 
yertising purposes. Nothing in this Section shall be construed 
to prohibit the payment by any member of the Trade of the 
expense of bona fide co-operative advertising actually incurred 
in the advertising of items trade-marked or branded by the 
member of the Trade, provided such payment be made in cash 
to an advertising medium or enterprise owned and operated 
independently of the parties in whose interest such expense is 
incurred. 

Section 27. To ship or deliver merchandise to retailers on 
memorandum when its retention for longer than ten (10) days 
by the retailer is authorized. Merchandise of this character 
kept beyond the specified time shall be considered as sold. The 
Divisional Code Authority may permit such shipments or deliv- 
eries under unusual circumstances justifying the same. 

Section 28. The Divisional Code Authority with the consent 
of the Administrator may change or eliminate any of the pro- 
visions of this Supplemental Code for the purposes of placing 
the members of this Trade on a fair competitive basis with 
primary sellers or members of other wholesale or distributive 
trade. 


ARTICLE V.—Permissive Trade Practices. 


(Epiror’s NoTE: The new Article V is included in National 
Administrator Hugh S. Johnson’s order approving the Supple- 
mental Code of Fair Competition for the Wholesale Jewelry 
Trade. -It appears below Article VIII.) 


ARTICLE VI.—Power of President to Modify. 


This Supplemental Code and all the provisions thereof are 
expressly made subject to the right of the President in accord- 
ance with the provisions of Sub-section (b) of Section 10 of 
the Act, from time to time to cancel or modify any order, ap- 
proval, license, rule or regulations issued under Title I of 
said Act. 


ARTICLE VII.—Effective Date. 


This Supplemental Code shall become effective on the tenth 
day after its approval by the Administrator. 


OrvER APPROVING 
SUPPLEMENTAL CopE oF Fair CoMPETITION 
FOR THE 
WHOLESALE JEWELRY TRADE 


A Division oF THE WHOLESALING OR DISTRIBUTING 
‘TRADE 


An application having been duly made pursuant to and in 
full compliance with the provisions of Title I of the National 
Industrial Recovery Act, approved June 16, 1933, for approval 
of a Supplemental Code of Fair Competition for the Wholesale 
Jewelry Trade to the Code of Fair Competition for the Whole- 
saling or Distributing Trade, and hearings having been duly 
held thereon and the annexed report on said Supplemental Code, 
containing findings with respect thereto, having been made and 
directed to the President: 

Now, THEREFORE, on behalf of the President of the United 
States, I, Hugh S. Johnson, Administrator for Industrial Recov- 
ery, pursuant to authority vested in me by Executive Orders of 
the President, including Executive Order No. 6543-A, dated 
December 30, 1933, and otherwise; do hereby incorporate by 
reference said annexed report and do find that said Supplemental 
Code complies in all respects with the pertinent provisions and 
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will promote the policy and purposes of said Title of said Act; 
and do hereby order that said Supplemental Code of Fair 
Competition be and it is hereby approved; subject, however, to 
the condition that the provisions of Article V, Section 1 (a), 
(b), (c) and Section 2 be deleted from said Code and the fol- 
lowing provisions substituted therefor: 

“Section 1. (a) Destructive price cutting is an unfair method 
of competition and is forbidden. Any sale shall be deemed 
prima facie destructive price cutting if the net sales price shall 
be less than the seller’s net invoice cost plus transportation 
charges to seller’s warehouse. 

“Notwithstanding the provisions of this Section any whole- 
saler may sell any article of merchandise at a price as low as 
the price set by any competitor on merchandise which is identi- 
cal or essentially the same, where such competitor’s price does 
not violate this Section or where such competitor is not subject 
to the provisions of this Supplemental Code. 

“Notwithstanding the provisions of this Section it shall not 
be deemed destructive price cutting for a wholesaler to sell 
the following merchandise at less than net invoice cost plus 
transportation charges, as provided above: obsolete goods, bona 
fide closeout merchandise, damaged merchandise, stocks being 
liquidated, merchandise sold for charitable purposes or to unem- 
ployment relief agencies, and such other merchandise as may be 
designated by the Divisional Code Authority. 

“(b) If the Administrator shall at any time find (1) that 
an emergency has arisen within the trade, adversely affecting 
small enterprises or wages or labor conditions, or tending 
toward monopoly or other acute conditions which tend to defeat 
the purposes of the Act, and (2) that the finding of a basis for 
determining minimum price for all or any specified products 
sold by the trade is necessary for a limited period to correct 
the conditions constituting such emergency and to effectuate the 
purposes of the Act, the Code Authority may cause an impartial 
agency to investigate costs and to recommend to the Adminis- 
trator a basis for determining minimum prices of said products. 
Thereupon the Administrator may fix a basis for determining 
the minimum price of any of said products for a stated period. 
During such period no member of the trade shall sell such 
products at a net realized price below the minimum price deter- 
mined in accordance with the base so fixed. From time to time 
the Code Authority may recommend review or reconsideration 
or the Administrator may cause any determination hereunder to 
be reviewed or reconsidered, and appropriate action taken.” 

Hucu S. JOHNSON, 
Administrator for Industrial Recovery 


International Silver Co. Holds Exhibit at Pittsburgh 


PirTsBURGH, Pa., Aug. 20.—The International Silver 
Co., Meriden, Conn., opened a five-day exhibit this morn- 
ing in the Hotel William Penn. The jewelry fraternity 
in Western Pennsylvania, Eastern Ohio and Northern 
West Virginia have been invited to inspect the spacious 
display, which consists of sterling silver, plated hollow- 
ware and flatware. 

The lines represented and those ‘n charge are: Watrous 
Sterling and La Pierre, C. V. Rice; 1847 Rogers Bros. 
Silverplate, E. H. Tomlinson; Hoimes & Edwards Inlaid, 
J. T. Cunningham ; Wm. Rogers & Son Silverplate, J. L. 
Hagy; Simpson, Hall, Miller & Co. Sterling, E. Ocum- 
paugh; Wilcox & Evertsen Sterling, A. B. Mensing; 
International Silverplate, R. E. Williams, and Barbour 
and Webster Reproductions, L. M. Marken. 

An unusual amount of new goods is being exhibited for 
the first time, according to K. G. Merrill, division man- 
ager, New York, together with other new merchandise 
offered earlier in the year. 

“Following the recent announcement by the company 
of a controlled distribution of its standard products 
through selected wholesale and retail outlets,” said Mr. 
Merrill, “this sales display should be of particular in- 
terest to every silverware dealer who is interested in 
quality merchandise.” 
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Mr. McDougall says: “My advice to the retail 
jeweler who is ‘down on his repair department’ is to 
check up on the advantages and forget the fact 
that there are occasional cranks who are never sat- 
isfied. They are in the big minority and, when 
compared with the lasting friendships and added 
sales, they are of little importance. Many retail 
jewelers get into a rut and neglect the repair de- 
partment, but this does not pay. Poor workman- 
ship or a grouchy disposition never brought in new 
customers. What such jewelers need is to get away 
from the store, go fishing once in a while and forget 








business.” 





WILLIAM G. McDOUGALL 


WHY A REPAIR DEPARTMENT ? 


4d 
Why have you 


conducted a repair department all these years?” asked a 
reporter for THE JEWELERS’ CIRCULAR when he visited 
the store of William G. McDougall, 300 West 57th St., 
New York. Mr. McDougall has been in business in the 
metropolis for 25 years, always in the Eighth Avenue 
district. Last April he celebrated his silver anniversary. 

“Why do I conduct a repair department? Man—it is 
my bread and butter business. What would this Scotch- 
man do without it? How do you think I have built up a 
large clientele of friends and customers? It has been the 
repair department. A satisfactory job makes a pleased 
customer. When he thinks of buying a piece of jewelry 
or a new watch he naturally comes to the man who has 
done an honest, satisfactory repair job for him. I can 
count many customers who came to my store first for 
some bit of repair work on a piece of jewelry or to have 
a watch repaired or cleaned. Don’t try to tell me that a 
repair department is a nuisance and a ‘headache’ all the 
time. My experience has shown that it is a real business 
builder. 

“The repair department is the first stepping stone to 
establishing confidence in a customer. When we inspire 
confidence in others, it gives us added confidence and an 
added desire to do a good job, and we keep right on turn- 
ing out that kind of work. Our customers tell their 
friends, and so it goes. 

“I am located in a section of the city where many of 
my customer-friends are typical of the great middle class. 
I cater to their business. The sales may not always be 
big ones, but every little bit helps, and they all count up. 
All these years I have endeavored to create an atmosphere 
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of friendliness and good will in my business and social 
contacts, and believe me when I tell you that it pays. 

“Today I am selling engagement and wedding rings, 
wedding and other gifts to the young people whose fathers 
and mothers have patronized my store for years. They 
bring me their repair work and buy their jewelry where 
they get a square deal, just as their parents did and in 
many instances continue to do. You can’t blame the repair 
department for that, can you? 

“Oh! yes, I want to say a word about these ‘gyp’ repair 
fellows and the wholesale-retailing boys. They never 
bother me. I charge a fair price for my repair work. As 
a matter of fact, prices have been increased due to higher 
material and labor costs. Our business showed an increase 
of 25 per cent in June, and July and August have kept 
up well. 

“May and June are usually the best months for the 
repair business, but we keep at it all the time. My watch- 
maker is working overtime right now. 


 sccteneen are 


showing a slow* but steady improvement. The jewelry 
repair business fell off during the depression, but it is 
coming back again now. I owe less today than I have since 
my second year in business. My health is better and I 
have no kick to register. 

“Taking an active part in fraternal and church activ- 
ities helps to cement friendships and widen our trading 
area, but I never ‘talk shop’ at such gatherings. I think 
that such a procedure is bad taste and undignified. 


“We do direct-mail advertising to some extent and at 
(Turn to page 123) 





JACOB JOSPE 


® 4 4 


Jospe & Sons are retail jewelers at Glen Cove, L. |. Here is a concern that looks 
at the repair department problem from a different angle. They offer to their 
customers a repairing service which they believe to be the best that can be 
had but they do not want business which is just repairing. “When we find 
that customers are doing their buying in New York and want their repair work 
done in Glen Cove we politely but firmly tell them that we are not just a con- 
venience but are in business to sell merchandise. We say that in fixing watches 
we are not doing a repair business, we are giving a service to our customers,” 





says Mr. Jospe. 


TO OPERATE SERVICE AT A PROFIT 


Most jewelry stores 
have watch repair departments with more or less com- 
petent repairmen working in them. In many cases it has 
been the steady bread and butter business of watch repairs 
that has kept the smaller jewelry stores in healthy finan- 
cial condition during the years of depressed business con- 
ditions. Although it is logical to expect that when mer- 
chandise sales are at low level the jeweler will be tempted 
to regard his repair department as one of the principal 
parts of his business and to devote strenuous selling effort 
to its development, it is around this point that an impor- 
tant commentary on the jeweler as a storekeeper revolves. 
The repair department is a principal part of the jeweler’s 
business, but its function is of a supporting character and 
should never be permitted to cloud his point of view as a 
merchandiser, first, last and always. 

The day has passed when it is justifiable to say of the 
retail jeweler he is not a merchant, that he has the psy- 
chology of the bench. This may have been the case at one 
time, but the present-day generation of jewelers has moved 
far ahead in the quality of its business enterprise and pro- 
motional ingenuity. What is important in relation to the 
repair department is that this fundamental merchandising 
attitude should be maintained even in the selling of repairs. 
On this depends the reaction of the new customer who is 
first attracted to the store for the purpose of a repair. 
When the job is done, will that customer go away merely 
with the idea, “This store is a good place to get a watch 
fixed,” or will he be impressed by the character of the 
establishment as a distributor of fine watches and other 
merchandise, offering as a natural but essentially subordi- 
nate service, efficient repairing ? 

The nature of the business of Theodore Jospe & Sons, 
jewelers, of Glen Cove, L. I., has been such as to make 
necessary a definite decision as to policy in this important 
question of just what part repairs play in the jewelry 
business. Glen Cove has a population of about 12,000 
and is an hour from New York City. The city is reputed 
to be, along with Englewood, N. J., about the richest 
community in per capita wealth in the country. J. P. Mor- 
gan lives out there, just to give you an idea. And to indi- 
cate one type of business that the Jospe store has been 
exposed to for the past 45 years, we might repeat a story 


122 





told by Jacob Jospe, partner in the firm. It goes back a 
few years, to a time when Charles Schwab, steel magnate, 
was week-ending at the home of the now deceased Judge 
Gary, a Glen Cove resident and himself not without fame 
in steel circles. On Monday morning early, just before 
Schwab left for New York, the Jospes received a tele- 
phone call from the Gary menage requesting that one of 
the jewelers come in to New York to look over the 
Schwab timepieces and see that they were all in good con- 
dition. You may be surprised to learn that Mr. Jospe did 
not go. He didn’t even want to. ‘““We’re in business to 
sell jewelry, not to wind a few clocks for somebody from 
New York, even if he is Charlie Schwab,” remarked 
brother Jacob, with a twinkle in his eye. 

This brings us to the point. Jospe & Sons do not 
operate a repair department. They offer, to their cus- 
tomers, a repairing service which they believe to be the 
best that can be had; if they didn’t feel that way about it 
they wouldn’t bother with it at all. 


4d 
A may sound a bit 


unusual, but we don’t want business which is ‘just repair- 
ing,” Mr. Jospe affirms. “When we find that customers 
who ask us to repair their watches are buying in New 
York, we politely but firmly tell them that we are not 
just a convenience but are in business to sell goods. We 
present our case.this way: We say that in fixing watches 
we are not doing a repair business; we are giving a ser- 
vice to our customers. And although we get good prices 
for our repairs, when I say ‘giving,’ I mean it. Nobody 
sells real service ; you just can’t buy that. You give service 
and sell merchandise. 

“Now and then we lose a contact by our policy. But 
for every one we lose there are two or three that we gain 
as regular customers, and, what is equally important, they 
respect us for our stand. Although this is our attitude to 
the public, we never lose sight of the fact that it is our 
excellent watch and clock repair department which has 
been in part responsible for the general growth of our 
business. We just make it part of the selling job that we 
do to see that the repairs of watches leads to the sale of 

(Turn to page 123) 
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Why a Repair Department? 
(From page 121) 
times use neatly arranged cards which call attention to 
our repair service, but we do not go in for newspaper 
advertising, as the business does not warrant the expense 
of this method. 

“When we celebrated our 25th anniversary we did not 
make it the occasion to try and put on a ‘big reduction 
sale.’ Instead, we sent out to our mailing list the follow- 
ing announcement : 

McDoucGaA.i — JEWELER 

1909 1934 
CELEBRATING 
OUR SILVER ANNIVERSARY. 
TWENTY-FIVE YEARS OF CONTINUOUS SERVICE 
IN THIS NEIGHBORHOOD. 

We have faithfully maintained a high standard of 
quality in our merchandise which, together with our 
moderate prices, has built for us a clientele of which 
we are justly proud. We take pleasure in extending 
Silver Anniversary greetings to our old patrons and a 
cheerful welcome to all new ones. 


We invite your inspection of our merchandise at all 
times—Repairing of all kinds—Optical Department. 


“The many favorable comments, both personal and by 
mail, that we received established in my mind that it was 
the right thing to do. 

“Looking back over 25 years in the retail jewelry busi- 
ness along Eighth Avenue, I can truly say that our repair 
department has been well worth while.” 





How to Operate Service With Profit 
(From page 122) 
new ones, sooner or later. And when you have put a 
watch in accurate running condition and kept it that way, 
it is a pretty convincing argument that you know some- 
thing about timepieces, and that yours is a good store to 
come to for a new one. 

“The policy of the Jospe store in selling watches is 
designed to permit an honest and unequivocal statement as 
to the jeweler’s opinion of the merchandise. We carry 
four watch lines,” said Mr. Jospe, “each one of them in 
a different price range. One of these is a Swiss watch 
with our own name on the dial. The watches, except for 
the latter, are all timepieces of nationally established name 
and quality. We feel that when you dispose of a watch 
of this kind, two sales instead of one are made. The 
prospect buys a watch and you buy a customer. 

“Each of the watch lines we carry we believe to be the 
best for the money. We are never embarrassed by having 
a customer ask, ‘Well, if these watches made by different 
concerns are about the same price, which one is best?’ 
With only one ‘best’ you never have to carry water on 
both shoulders in your sales talk. In order to have plenty 
of styles we stock complete assortments of each of the four 
lines. In selling watches we impress upon the customer 
exactly what he is getting, and are careful to see that he 
or she understands clearly the number of jewels, the 
quality of the case, and the terms of our guarantee. The 
latter is for one year, for time only. We do not guarantee 
the mainspring; we point out that in a year’s time the oil 
will dry and harden and will require a thorough cleaning. 

“Our advertising is limited to a moderate amount of 
newspaper space and direct mail. At graduation time we 
obtain from the principal of the high school a list of the 
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graduating students. To the pupils we send a card of con- 
gratulation ; to their parents a letter of congratulation and 
a piece of direct mail suggesting watches and jewelry for 
gifts. We follow this up with personal visit and telephone 
call. Our return on this campaign is about 50 per cent. 

“Since we have been in business we have held exactly 
two sales. Sales don’t fit in with our conception of doing 
business, and, after all, if you find that you can get the 
full price for articles, why hold sales? Of course, with 
the amount of price cutting going on today, things are a 
little more difficult. People are more educated to the ways 
of buying, or shall I say ‘chiseling’ ? It is a funny thing 
about human nature that if you give a man, say, 20 per 
cent off, he thinks to himself: “This fellow is probably a 
gyp; maybe I can get the man down the street to give me 
40 per cent off.’ A price-cutter in the jewelry trade is 
more than a price-cutter, he sabotages confidence, the one 
thing that makes the jeweler stand out from all other 
merchants as a business man of high honesty and prestige. 
The result is that no matter what price you may ask, the 
consumer thinks that perhaps he is being ‘gypped.’ 

“We have a rigid policy of ‘no bargaining’ in our store. 
True, sometimes we lose business; if so, it is trade of a 
type we don’t want, or, after the customer has tried some- 
where else, he comes back to us, where, as he gradually 
discovers, he is sure to get a square deal.” 


Merchandise Market 


Jewelry Repair Record—For You 


A well-planned record book for jewelry repairs providing 
for job number, shop number, name and address of customer, 
description of article and any notes on condition, instructions, 
where sent and when, when returned, when delivered, cost and 
price—a book of handy size in serviceable cover—has been pre- 
pared for old customers and new by Graffe & Stanek, 29 E. 
Madison street, Chicago. Established in 1879 the company 
claims “the most complete jewelry shop in the United States.” 
In addition to the making of gold and platinum jewelry it spe- 
cializes in expert jewelry repairs and special order work. Send 
a first package of repairs to the company and a copy of the 
record book will be sent you free. 


Wallace Offers New Pattern 

R. Wallace & Sons Mfg. Co. have signalized the introduction 
of their new sterling silver pattern, “Rose Point,” by the issuance 
of an exquisite brochure describing the design and illustrating 
the dealer helps offered with this new line of silverwafe. The 
piece is titled “Beauty Inspired by Bridal Loveliness” and con- 
tains an illustration in complete color of the oil painting of the 
nuptial ceremony of Napoleon III and Eugenie, large size repro- 
ductions of which may be had with an order for Rose Point 
hollow or flatware. The style of the pattern is shown and a sug- 
gested window display pictured. An especially attractive fea- 
ture of this new pattern is the beautiful bride’s presentation 
chest which has been designed to contain the silver. It is done 
in plastic composition with an antiqued bone white finish and 
is tarnish-preventive lined. A $1,000 genuine rose point veil will 
be given to the bride-to-be who writes the best letter on the new 
pattern. 


Willard Edward Hayes, who was well known in the 
Montreal, Canada, jewelry trade for almost 40 years, 
died suddenly from a stroke on Wednesday evening, Aug. 
15, at the home of his nephew, W. J. Menard, 18 Lafleur 
St., Verdun. For 23 years he was proprietor of the 
retail and wholesale jewelry firm of Alfred Eaves, Reg- 
istered, Notre Dame St. W., and served with them for 
38 years. He was in his 61st year. The funeral service 
took place from the parlors of Halpin’s, Inc. 
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Alleged Sneak Thieves Captured 


Middle-Aged Women Said to Have Robbed More than Eight 
Jewelers Through Middle West of $25,000 in 
Jewelry and Gems 


The complete story of the events lead- 
ing up to the arrest in Springfield, IIl., 
on Aug. 1 of three women whose alleged 
sneak thievery has caused retail jewelers 
the loss of about $25,000 in merchandise, 
was revealed to a reporter for THE 
Jewevers’ CircuLar by H. S. Mosher of 
Pinkerton’s National Detective Agency, 
154 Nassau St. 

The women were taken into custody in 
Springfield, Ill., and‘extradited, Aug. 5, 
to Nebraska to face ‘the charge of theft 
of a tray of diamond rings valued at 
$1,200 brought by the Sartor Jewelry Co., 
Inc., 1301 O St., Lincoln. The accused 
are: Adeline Thomas, alias “Mrs. Jack 
Smart,” age 34; Elizabeth Lewis, alias 
“Margaret Morgan,” age 44, and Kath- 
erine Dankmeyer, alias “Myrtle Dank- 
meyer,” age 41. 

Complaints began to come in to the 
office of the Jewelers’ Security Alliance 
during May and June describing the 
depredations of two and three women 
who would call at a jewelry store and ask 
to see a bracelet. They would use dif- 
ferent pretexts: a daughter of one of 
them was to be married, or they wanted 
to buy a present for a friend. Then they 
would change to a diamond ring, usually 
between $1,000 and $3,000 in value, de- 
pending upon the size of the store, Then 
the theft would be made while the clerk’s 
attention was distracted and the action 
covered by the accomplices of the “cus- 
tomer.” 

Descriptions of the thieves led to a sur- 
veillance of a house in Kansas City, Mo., 
where Adeline Thomas, whose record 
checked with the reports, was believed to 
reside. On June 9 she and two other 
women were seen by detectives and the 
chase began. The trio had two cars, a 
Chevrolet with Colorado license plates, 
and a V-Eight Ford with Missouri plates. 
On June 10 they drove from Kansas City 
to St. Louis. From there they were traced 
to Indianapolis, Cincinnati and Louis- 
ville, where detectives lost track of them. 
In each of these cities attempts at sneak 
thefts were made, some successful. The 
trail was picked up again in Kansas City. 
Then soon left for Des Moines, Iowa, 
and were followed from there to St. Paul, 
Minn. After spending three days in and 





around the Twin Cities, they went to 
Menomonie, Wis., and then to South Da- 
kota. The operatives on the track of the 
women changed cars three times to avoid 
recognition in the trip from St. Paul to 
South Dakota, where the chase was 
dropped temporarily. On the day they 
arrived in Kansas City, police there re- 
ceived a call from the chief of police of 
Lincoln, Neb., reporting the loss of the 
tray of rings by the Sartor Jewelry Co. 
Pictures of the women were forwarded 
to Lincoln, and identification made. In 
the course of court preparation of the 
papers of identification for arrest, the 
women again left Kansas City. The first 
stop was Moberly, Mo. Then, arriving 
in Springfield, Ill., they stayed a night at 
a tourist camp, which gave the detectives 
a chance to call their Kansas City office 
and secure the necessary papers of iden- 
tification and request for arrest, which 
was made the next day, Aug. 1. 

The detectives had traced the activities 
of these three women through nine states, 
and had kept them under surveillance for 
almost two months during their travels 
of 6000 miles. 

Adeline Thomas and Elizabeth Lewis 
are wanted in St. Louis for two cases of 
alleged sneak thefts. The Thomas woman 
and Katherine Dankmeyer are wanted on 
similar charges in Cleveland, Ohio, and 
Des Moines, Iowa. There is a federal 
warrant out for Elizabeth Lewis, charg- 
ing her with possession of narcotics found 
in a safe deposit box in Kansas City. 
Dankmeyer and Thomas were released in 
$2,000 bail each, while Elizabeth Lewis 
has remained in jail in Lincoln. All 
three denied complicity in jewelry rob- 
beries of any kind. 

None of the loot, which was mostly 
diamond rings, has been discovered. It 
is not known what disposition was made 
of the goods. The robberies occurred in 
many of the states and cities through 
which the women passed during the chase, 
and Pinkerton’s is now conducting an in- 
quiry to discover what other jewelers 
have suffered from the activities of sneak 
thieves in those localities, in addition to 
the eight or nine merchants who have al- 
ready recorded complaints. 
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Suits Charge Infringement of Patent 
on Cravat Holders 


The Baer & Wilde Co., which now 
controls the patent No. 1,865,995, on the 
cravat holders with chain attachment, 
have brought action against alleged in- 
fringers of this patent in the metropoli- 
tan district of New York. 

The suits, which are brought in the 
name of the jewelry company and of 
Amsy L. Wurster, the patentee, and Al- 
bert E. Albright, its co-owner, which 
state that the Baer & Wilde Co. is the 
exclusive licensee, were started in the 
United States District Court of New 
York, as actions in equity, asking for the 
usual injunction, accounting and dam- 
ages. 

One of the first suits filed on Aug. 1 
was brought against Louis Kipnis, a man- 
ufacturing jeweler, while directly after- 
ward actions were started against several 
other manufacturers, among them Philip 
Figarsky, 130 Hester St., and Feldman 
Bros., 159 Canal St. In all these cases a 
temporary restraining order was issued 
and the motion for a preliminary injunc- 
tion pending the trial will be argued be- 
fore the court. An action was also started 
in the United States District Court of 
Brooklyn against Max Stark, but it was 
stated he went out of the jewelry business 
immediately; no restraining order was 
served. 

In speaking of these cases, Mock & 
Bloom, attorneys for the Baer & Wilde 
Mfg. Co., stated that it is the intention 
of these manufacturers to get other in- 
fringers of this patent wherever they are 
found. Proceedings will not only be 
brought against the infringing manufac- 
turer but also against the wholesaler, the 
retailer or the peddler who sell the al- 
leged infringements of this patented cra- 
vat holder. 

Many of the retailers in and about 
New York who have offered the alleged 
infringements have withdrawn them from 
sale. 


An Atlanta office and stock room have 
ben opend by Swartchild & Co., well- 
known Chicago wholesale concern, at 
517-524 Volunteer building, in order to 
give better service to its large clientele 
of Southern customers. The Atlanta 
office, which will serve the states of North 
and South Carolina, Georgia, Florida, 
Alabama, Mississippi and ‘Tennessee, 
will be the third to be established by the 
company, other branches being main- 
tained in New York City and in Dallas. 
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Year’s Diamond Imports Reach 
$11,672,541 


The preliminary figures of imports up 
through June indicate that the value of 
diamonds brought here during the last 
fiscal year amounted to $11,672,541, an 
advance of over $3,000,000 from the im- 
ports of the fiscal year of 1933 and a 
decrease of over $1,000,000 from that of 
1932. 

Of the importations up to July, the 
value of the cut gems was $9,366,028 
and that of the rough or uncut, $2,306,- 
513. The total statistics of 1933 
amounted to $8,892,905 and figures for 
1932 were $12,814,147. 





Graduate Members of the American 
Gem Society 


The following members of the trade 
have recently passed the examination 
which entitled them to use the title 
“Graduate Member American Gem So- 
ciety”: 

California: Walter Dibb, San Diego; 
Ned L. Ender, Woodland; Fred Fisher, 
Fresno. 

Idaho: L. E. Zenier, Lewiston. 

Kentucky: Franklin Shumate, Louis- 
ville. 

Minnesota: Leslie E. Dewey, Minne- 
apolis; Milton D. Gravender, Minne- 
apolis. 

Missouri: Roy Culbertson, St. Louis; 
Otto Kortkamp, Jr., St. Louis. 

Nebraska: Carl Vondrak, Omaha. 

New York: J. Arnold Wood, Pough- 
keepsie; W. A. Sweeney, New York City. 

Ohio: M. F. Fournier, Lakewood. 

Oklahoma: Burt P. Hann, Lawton. 

Texas: Neal Hutton, Dalhart. 

Wisconsin: Louis Esser, Milwaukee. 

India: J. A. Mountvala, Bombay. 


Pueblo Watchmakers’ Guild Holds 
Meeting 


Puesio, CoLo., Aug. 10—The Pueblo 
Watchmakers’ Guild invited the Colorado 
Springs and La Junta Guilds to join 
them for their meeting on Aug. 6. 

Guests from other parts of the State 
were: Howard Weiss, secretary of the 
Greeley Guild; Fred Weiss, trade ad- 
ministrator of the NRA, of the Weld 
Co.; S. Judd, secretary of Colorado 
Jewelers Association, Denver; A. E. 
Beebe, state treasurer of the Watchmak- 
ers Association, and O. R. Hagans, gen- 
eral state secretary and national execu- 
tive secretary of the Watchmakers Asso- 
ciation. 

There were also many retail jewelers 
present from Pueblo who had been in- 
vited to the meeting by the Guild in 
order to explain the principles of the 
Watchmakers Association. 

The meeting was turned over to Mr. 
Hagans who spoke on various subjects 
pertaining to the watchmakers. 

Howard Weiss, Greeley, spoke on the 
Progress and benefits derived through 
their Guild. Mr. Beebe, state treasurer 
of Denver, spoke on subjects of benefit 
to the State Association. Fred Weiss, 
NRA administrator, of Weld Co., ad- 
dressed the meeting and enlightened the 
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members present regarding what could 
be done regarding enforcement of the 
various clauses in the Retail Jewelry 
Code. 

S. Judd, secretary of the Colorado 
Jewelers Association, addressed the meet- 
ing, and pledged the support of the re- 
tail jewelers in Colorado. 


Elbert Wilson Reynolds 


Los ANGELES, Aug. 12.—Elbert Wilson 
Reynolds was laid to rest yester- 
day afternoon, the entire personnel of 
the wholesale jewelry and optical estab- 
lishment which bears his name being in 








The Late Elbert W. Reynolds 


attendance. The rites took place at the 
First Methodist Church. 

Mr. Reynolds, who had been in ill health 
for nearly a year and though he recently 
underwent an operation and had begun to 
recover, two months ago he was again 
seized with his old ailment and died sud- 
denly. 

For 46 years Mr. Reynolds had been at 
the head of the establishment which he 
founded in Los Angeles in 1888, beginning 
with a jewelers’ material house. He was 
ambitious, and by careful nursing of his 
resources he ably built up the largest in- 
stitution of its kind on the Pacific Coast. 
At first he opened up at 114 S. Spring 
St.; then he removed to 212 S. Spring St. 
Business expanding, he was obliged to 
move to 342 S. Broadway. The optical 
business being added to his jewelry and 
clock departments, these, together with the 
increased demands being made on the ma- 
terial department, compelled another move, 
so Mr. Reynolds, having incorporated, 
took a lease on two floors in the Metro- 
politan Building, Fifth St. and Broadway. 
Today the house of E. W. Reynolds Co. is 


the largest west of the Mississippi River. - 


Mr. Reynolds was born in August, 1857, 
at Greenwich, Conn. He entered the re- 
tail jewelry business in the East, but after 
a few years he began to lose his health, 
so, by advice of his physician, he removed 
to California. In his business Mr. Rey- 
nolds not only put forth his entire energy, 
but followed strict principles which gov- 
erned his own life and his business meth- 
ods. In this way he won the confidence 
of the trade and the respect of his com- 
petitors. 
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The business will be carried on by the 
stockholders, the leaders of whom are: 
W. H. Butler, a son-in-law, who undoubt- 
edly will be made president; Arthur P. 
Care, vice-president, who will be made 
first vice-president. 

At the funeral the pall bearers were se- 
lected from the heads of departments and 
from among the oldest employees, com- 
prising Arthur P. Care, Edward Turner, 
Frank W. Stirling, W. N. Rohewedder, 
R. L. Daniel, A. C. Smalley, W. H. Brown, 
and A. W. Baerthlein. 

Mr. Reynolds is survived by his widow, 
Anna Leland Reynolds; two daughters, 
Mrs. Mabel Ebner and Mrs. Gladys But- 
ler. He was a member of the First Meth- 
odist Church, California Club, L. A. Ath- 
letic Club, Los Angeles Country Club, 
Yosemite Mountain Club. He was a Ma- 
son and Shriner. He also was a director 
of the Citizens National Trust and Savings 
Bank. 


New York Retail Jewelry Code Au- 
thority Seeks Protection of Retailer 
by Suggested Paragraph for Codes 
in Other Branches of Industry 


The following paragraph has been 
formulated by the Local Retail Jewelry 
Code Authority of the New York Metro- 
politan Area and sent on Aug. 9 to the 
various manufacturing code authorities 
in the jewelry trade and the Basic 
Wholesale Code Authority with the sug- 
gestion that it be incorporated in their 
codes: 

Protection of Retailers: It shall be 
deemed an unfair trade practice for 
any member of the jewelry industry 
who qualifies under this code and 
secures a portion of his business 
from the retail jewelry trade to en- 
ter into competition with retail jewel- 
ers by selling merchandise to con- 
sumers, except in a_ definitely 
organized retail division and at fair 
retail prices. All sales made to 
ultimate consumers are to be subject 
to the regulations of Retail Jewelry 
Code and all individuals and firms 
making such sales to ultimate con- 
sumers shall pay an equitable share 
of the expense of the administration 
of the Retail Jewelry Code. 

Several responses have been received 
by the New York Retail Jewelry Code 
Authority, stating that the request would 
receive consideration at the regular meet- 
ings of the Councils to whom it was 
sent. 








Price of Silver Bars 


Og; Newly- 
Government New Mined 
London Assay-Sell- York Domestic 


Date Official ing Price Official Silver 
Aug. 1 20 Ye 48% 46% 64% 
Aug. 8 2038 50% 48 64% 


Aug. 15 21% 52% 49% 64% 
Aug. 22 21¥5 52% 49% 64% 





Bernard Kleitz, of B. Kleitz & Bro. 
Co., Sixth and Market Streets, Wilming- 
ton, Del., wholesale jewelers, who has 
been absent from business for the past 
year due to an illness, expects to resume 
his regular duties soon after Sept. 1. Mr. 
Kleitz reports that his recovery has been 
almost complete. 














Maine Jewelers Convene Sept. 17 
at Lakewood 


Brunswick, Me., Aug. 2—Stanton N. 
Francis, president of the Maine Retail 
Jewelers’ Association, of this city, has 
notified the members of that organization 
that the annual convention will be held 
Monday, Sept. 17, at Lakewood, Me. This 
is one of the beauty spots of the state. 

Mr. Francis announces that an instruc- 
tive and interesting program is being ar- 
ranged and it is hoped that with this 
convention that they will put the State 
Association in a position to do active 
work during the next year. 





Shipley to Talk in 25 Eastern and 
Southern Cities 


In the interest of the Gemological In- 
stitute of America and the American Gem 
Society, Robert M. Shipley will tour East- 
ern Canada, New England and Atlantic 
and Southeastern States from Sept. 15 un- 
til the holiday season. About 25 educa- 
tional lectures on gems and gemology, 
metals and jewelry, in 25 cities, will be 
presented by him, and over 50 dinner meet- 
ings are scheduled with members of the 
retail jewelry trade in as many cities to 
plan in their immediate territories the 
1935-1936 campaign of the American Gem 


Society, “To Make America Gem and ° 


Jewelry Conscious.” 

A few dates for the educational talks 
are still open and written requests for 
engagements will be considered by the 
Gemological Institute. Persons interested 
in tying in with the American Gem So- 
ciety campaign in their territory may ob- 
tain information as to the nearest city in 
which an organization meeting will occur 
by writing to the American Gem Society, 
555 S. Alexandria St., Los Angeles, Cal. 





Vermont Retail Jewelers Convene 
at Burlington 


BURLINGTON, VT., Aug. 1—A most in- 
teresting and constructive meeting of the 
jewelers of the Green Mountain State was 
held at the Hotel Vermont in Burlington, 
July 30, at which the following officers 
were elected: President, William S. Pres- 
ton, Burlington; vice-president, Frank B. 
Howard of Rutland; secretary-treasurer, 
W. S. Bristol of Vergennes. The execu- 
tive committee consists of Frank Oldfield, 
Burlington; H. H. Stone, Middlebury, and 
C. S. Searles, Newport. 

The convention was completed in a one- 
day business session attended by about 
25 representative retail jewelers from all 
sections of the state. The principal speak- 
er from out-of-town was William D. Mc- 
Neil, president of the American National 
Retail Jewelers Association and also 
chairman of the National Retail Jewelry 
Trade Council. Mr. McNeil talked par- 
ticularly on the new retail code and the 
amendments, and most of his time was 
spent in answering questions of his audi- 
ence. He told of some of the difficulties 
encountered as a result of the changes 
which had been taking place and made 
suggestions to the Vermont State Code Au- 





thority, which held a meeting following 
the convention. ‘The local authority in- 
cludes: William S. Preston, chairman; 
L. S. Bell of Barre, secretary-treasurer; 
Frank Oldfield, Burlington; Frank B. 
Howard, Rutland, and George H. Foster, 
Brattleboro. 

Contrary to the practice in previous 
years, there were no social events included 
in the program. The convention assem- 
bled at 11 A. M. and after a luncheon the 
meeting was continued until late in the 
afternoon. 





Examination Standards Board of 
Gemological Institute of America 
Selected by Jewelry Trade, 
American Universities 
and Museums 


The initial personnel is announced of 
a permanent board to serve in an advis- 
ory capacity regarding the standards to 
be established for examination for Certifi- 
cates as Gemologist. The Board will also 
elect five-of its members to serve on the 
final examining board of the Gemological 
Institute of America, which will issue 
these certificates. 

One year has been required for the 
selection of this board. These members 
have been appointed to serve upon the 
board to represent every branch of the 
gem trade. Where those trades which 
have been represented by an association, 
the association has elected or appointed 
a representative. In those trades not so 
organized a popular vote has been solic- 
ited. 

Members representing American uni- 
versities have been similarly selected by 
heads of university departments which 
offer special courses in gems. ‘Trade 
representatives will pass upon subjects 
in their vocations a knowledge of which 
is required of the candidates. 

The personnel is now complete with the 
possible exception of a representative 
from the precious jewelry and metals 
trades, a fundamental knowledge of prec- 
ious metals and jewelry instruction now 
being required of all certified gemologist 
candidates. 

Dr. G. F. H. Smith of England has also 
been selected as a member looking toward 
a possible standardization of examination 
requirements for all English-speaking 
nations. 

The personnel follows: 

American Universities: Dr. G. M. But- 
ler of Arizona School of Mines; Prof. 
Paul F. Kerr of Columbia; Dean E. 
H. Kraus of Michigan. 

Representing American Museums and 
American Mineralogical Society: W. 
F. Foshag, of Smithsonian Institute, 
Washington, D. C. 

Diamond Mining and _ Distribution: 
Sidney H. Ball, Mining Geologist of 
New York. 

Pearl Trade: P. 
representing the 
Dealers Assn. 

Colored Stones: 
representing the 
Dealers Assn. 
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Irving Grinberg, 
Gem and Pearl 


Clifford F. Lamont, 
Gem and Pearl 








Synthetic and Imitation Gem Trades: 
Leopold Nathan, representing Pree. 
ious Stone Dealers Assn. 

Retail Jewelry: Godfrey Eacret, repre. 
senting A. N. R. J. A. 


Wholesale. Jewelry: Arthur P. Care 
representing the National Wholesale 
Jewelers’ Assn. 

Trade Press: T. Edgar Willson, repre- 
senting Editors and Dr. G. F. q. 
Smith of the English Gemological 
Examinations Board. 


Members will serve until January, 
1936. 





Jewelry Tax Paid in June 
Only $150,970.39 


WasHINcTON, D. C., Aug. 22.—Jewelry 
tax collections totaled $150,970.39 for 
July, as compared with $306,523.83 in 
July, 1933, according to the report of the 
Bureau of Internal Revenue. 

This drop of nearly half the total taxes 
of this month, however, really did not 
mean anything, as the two June collec- 
tions were not capable of comparison. In 
July, 1933, the taxes collected were under 
the old Revenue law of 1932 and coy- 
ered jewelry sold in June at prices above 
$3.00, while those of July, 1934, applied to 
articles sold for $25.00 or above as in the 
amendment of 1934 yearly taxes were 
exempted on articles sold below same. 





Albert Edholm 


Omana, Nes., Aug. 1—Albert Edholm, 
for many years a well-known jeweler of 
Omaha, died July 30 in Gordonville, Va., 
where he and his wife had been living 
since last Saturday. Mr. Edholm had 
been in poor health for the past 16 years 
and left Omaha about a year ago. He 
was first in Florida and then went to 
Gordonville. He was 69 years old. 

The deceased was one of five brothers, 
four of whom entered the jewelry busi- 
ness. He started as an apprentice in a 
firm in which his older brother, N. J. 
Edholm, was a partner. In 1890 he en- 
tered business for himself and his jewelry 
store became one of the principal and 
best known establishments of Omaha. 
He was first on Sixteenth St., and later 
was in the Neville Block and his last 
place was the City National Bank where 
the business is still in operation. 

Mr. Edholm was known as a connois- 
seur of valuable gems and was reputed 
to have an outstanding stock of jewelry. 

He lived in Omaha since childhood. 
His father, a minister, had come to this 
country from Sweden and went to Utah 
before settling in this state. 

Mr. Edholm had been active in Cham- 
ber of Commerce, was a member of 
Covert Lodge No. 11 of the Masons, the 
Scottish Rite and the Shrine. He be- 
longed to the Carter Lake Club and the 
Dewey Lake Club. 

Besides his wife, he is survived by 
three daughters, Mrs. R. E. Conrad of 
South Bend, Ind.; Mrs. J. C. Drouillard 
of Cleveland, Ohio; and Miss Camilla 
Edholm of New York. 
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Utica, N. Y., Jewelers Combine in 
Old Gold Advertising Campaign 


J. Francis Thibault, jeweler, of Utica, 
N. Y., writes to describe the success of 
the Jewelers 24-Karat Club of Utica 
in a cooperative advertising venture to 
stimulate the old gold buying business. 

“We have tried this method to procure 
old gold,” says Mr. Thibault, “and find 
it very satisfactory for it is bringing in 
quite a bit.” The expense of the adver- 
tising is brought down to a very small 
amount per store, and, he adds, “with 
all the jewelers working together it gets 
better results than the single ad.” 





Martin G. Peters 


Martin Grover Peters, partner in the 
firm of M. G. Peters & Bros., 470 Fulton 
Street, Brooklyn, died suddenly from a 
heart attack the morning of Aug. 9 in 
his hotel room in Atlantic City where 
he and Mrs. Peters had been spending 
a short vacation. His passing came as 
a complete shock to his family and many 
friends in the trade as no one was aware 
that he had ever suffered from heart 
trouble. The funeral was held Aug. 
12 in the New York and Brooklyn 
Funeral Home, 187 S. Oxford Street. 
Interment was in Washington Cemetery. 


Mr. Peters was born in Brooklyn 49 
years ago. He attended Public School 
No. 1, the oldest school in the borough, 
finishing his education at Manual Train- 
ing High School. At the age of 16 
years he entered the employ of Louis 
Simon, who operated a jewelry store at 
525 Fulton Street, and worked there for 
sev@ral years learning the trade. Later 
he became associated with John R. 
Irwin, Fulton Street retailer, buying for 
his store, and conducting a dealer busi- 
ness for himself. In 1905 he began 
working in the Irwin store. He founded 
the business of M. G. Peters in 1914, in 
partnership with his brother, Phineas, 
at 543 Fulton Street. When the United 
States entered the World War Phineas 
went overseas. Charles Peters, a second 
brother, entered the business at this time, 
it being organized with three’ partners 
under the name of M. G. Peters & Bros. 
In 1918 the brothers opened a second 
store at 519 Fulton Street under the 
name of Charles P. Martin, a composite 
of the given names of the three brothers. 
The present quarters of the first store 
at 470 Fulton Street were taken in 1924. 

Besides his recognized unusual ability 
as a merchant, the deceased was known 
for his originality in jewelry design. He 
would often plan special pieces for his 
customers. Art was his hobby and draw- 
ing a chief pleasure of his life. The 
day of his death a paper was found in 
hts room on which he had been sketch- 
ing the design of a diamond ring. 

He was a member of the Brooklyn 
Retail Jewelers’ Association and _ of 
Brooklyn Lodge 22, B.P.O.E. 

Besides his two brothers Mr. Peters 
is survived by his widow, Anna G. 
Peters, and two sisters, Minnie Peters 
and Mrs. Teresa Kasin. 
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Watch Case Manufacturing Industry 
Extension of Time Approved 


WasuHincTon, D. C., Aug. 1—The Na- 
tional Recovery Administration yester- 
day approved an application by the Code 
Authority of the watch case manufac- 
turing industry for an extension to Dec. 
31, 1934, of the time in which members 
of the industry may dispose of watch 
cases not marked in accordance with 
provisions of the code of fair competition 
for the industry. 

The date originally fixed for the dis- 
posal of such cases was July 1, 1934. 





Oneida Community Announces New 
Policies as to Prices, Sales Promo- 
tion and Controlled Distribution 


In the message which is now being sent 
to the jewelry trade by the Oneida Com- 
munity, Ltd., there are elements of dis- 
tinct news interest to the trade. For the 
announcement of this great manufacturer 
of silver-plated ware, in defining its pol- 
icy and plan for 1934, announces changes 
in distribution, in sales promotion, in 
profits for the retailer and, above all, in 
inducements to the consumer that cannot 
help to increase business and strengthen 
confidence in the wholesaler, retailer and 
the latter’s consuming patrons. 

Among the factors that will attract the 
retailer's immediate attention is the an- 
nouncement that there will be no more 
discontinued pattern sales; there will be 
no temporary cut-price promotion; there 
will be larger retail dealer profits; there 
will be prices that will induce the con- 
sumer to buy sets rather than individual 
pieces, and finally that there will be se- 
lective and controlled distribution of the 
product through the wholesalers of the 
country. 

However, the most prominent of the 
company’s major policy will be worked 
out in the prices and the presentation of 
its various lines based on the principle 
that the consumer, being the ultimate 
judge of values, will see the value of 
quantitative buying; that is, in the form of 
sets, and will purchase up to certain 
amounts in value. In fact, in this it is 
believed the company is giving to the 
jewelers the opportunity to break down 
the resistance of a_ sale-price-conscious 
public. 

The quantity. discount plan of Com- 
munity (a discount which is a discount 
to the consumer) applies to two markets 
of the jeweler, roughly the $25 market in 
which Community plate is offered, and 
the $10 market for the Tudor plate. 

Under the new plan, the consumer can- 
buy sets of six, eight or more at a dis- 
count over the sale of the individual 
pieces by themselves. For instance, a 26 
or 29-piece set for six, sold individually at 
a cost of $30, will at the quantity discount 
plan become $25 to the consumer, with the 
retail dealer’s price of $15 less 2 per cent. 
A service for 12 of 50 pieces, selling piece 
by piece, at $50.50 goes on the quantity 
discount plan to the consumer at $42, at 
a price to the retailer of $25.20. About 
the same proportion is carried out in the 
plans of the Tudor plate. 
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This idea of selling more for less money 
already applies in almost every other in- 
dustry, from cigars to groceries, from 
drugs to dresses, and its application in 
silver plate is believed will meet a need 
that will be welcomed by the women of 
the country, who will see the advantage 
immediately of saving $5 on a $25 pur- 
chase or $8.50 on $50, etc. 

The woman who wishes to have her 
service in a tarnish-proof chest can get 
it with a small additional charge for the 
chest, but the purchaser who wants silver 
plate at the rock bottom price can buy 
the set and receives a free container—a 
new cameo gift case. This last is a 
molded box done in plastic material that 
has the effect of cameo, ivory and pol- 
ished ebony and which can be used as 
an attractive adjunct to the toilet case or 
home generally. These cameo gift cases 
in connection with the low prices for the 
silver are expected to add greatly to the 
sales this fall. 

In addition to the lowered price, the 
sales promotion factors and attractive 
cases for the consumer, retailers will be 
especially interested in the policies an- 
nounced by the company for its own prac- 
tice and for distribution. The fact that 
the company has announced that there 
will be no more discontinued pattern sales 
and no temporary cut-price promotion 
will be especially good news, as will the 
announcement to the future “controlled 
distribution” through selected wholesalers, 
who will be chosen among those who will 
carry out thoroughly the principles of 
the manufacturer in essence and in fact. 

The work of selecting the wholesalers 
is one that will be done not radically but 
slowly and carefully, the selection being 
based on the way the wholesaler proves 
himself in accord with the new policies 
and helps to perpetuate them. It is re- 
ported that industrial jobbers will no 
longer be permitted to carry the line, but 
that the regular wholesaler will have an 
opportunity to prove his fitness. It is 
probable that the number wiil be reduced 
about 50 per cent. 

Other facts of interest to the jeweler 
is the establishment of the Food Master 
set, knives, forks and spoons scientifically 
designed for the little folk by experts 
and endorsed by leaders in child training. 
Last but not least is the announcement of 
the advertising campaign to go on during 
the fall, which is the largest that the 
company has conducted in years. 

As noted in a letter to the retail jewel- 
ers, the company calls attention to the 
fact that the new campaign is one of 
many features, based not alone on its 
controlled distribution policy, not on the 
larger dealer profits, but particularly on 
the extraordinary consumer values which 
the dealer can offer; i.e., values that can 
be seen by the customer, that have a 
sales hook that will increase the jeweler’s 
business. 





Platinum Prices 


Platinum prices, as of Aug. 22, were 
officially quoted as: 


ON. & aicehs sedate ccm bchak oct $36.00 
Containing 5% Iridium ............... 37.25 
Containing 10% Iridium .............. 38.50 
SENG 4 a Wow ans shat GA eke Kk ones 60.00-65.00 
PRG cnn sta eaenevsentinadede 23.00-24.00 
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A 
CONSTRUCTIVE PLAN 
TO WIN SCHOOL 
JEWELRY BUSINESS 


F you are not head- 

quarters for school 
jewelry in your com- 
munity you are over- 
looking a rich market 
today and a greater 
one in the future. 


Attract the younger 
set now and encourage 
them to think of you 
later when they are 
prospects for gradua- 
tion gifts, engagement 
and wedding rings, sil- 
verware and watches. 


Our Special Selling 
Plan shows you how to 
win this _ profitable 
business and hold it. 
Our representative 
sample line includes 
every type of aca- 
demic jewelry, attrac- 
tive items that have 
a strong appeal for 
young people. 

















The Dorst Special Selling 
Plan and Samples will be 
on display at the 
A.N.R.J.A. Convention. 
See them! 











If you are not going to 
convention write and ask 
for our plan and how 
you may obtain the sam- 
ple line. Get ready for 
Fall school openings! 


























The 
DORST COMPANY 


2100 Reading Rd., 
CINCINNATI, OHIO 











Decision on “Rogers” Trade Marks 
Limits Claims of Both Litigants 


The long and delayed litigation be- 
tween the International Silver Co. and 
Oneida Community, Ltd., over the title 
to the use of the word “Rogers” on sil- 
ver plated ware and also asking for re- 
lief for proceedings claimed by each as 
to be unfair competition, resulted in 
what may be a final decision by the 
United States Circuit Court of Appeals 
of New York, Aug. 17, which, in effect, 
seems to please neither of the litigants. 
The case was decided originally in the 
cross suits between these companies by 
the United States District Court of the 
Northern District of New York and the 
decision and decree of Judge Cooper in 
April, 1933, was appealed to the United 
States Circuit Court of Appeals by both 
the complainant and the defendant. This 
final decision, written by Judge Augustus 
N. Hand in which Judge Swan con- 
curred, gives a review of the decisions 
of the so-called “Rogers” cases for many 
years past and establishes what many 
may consider as a somewhat different 
history of the various Rogers firms and 
the litigation covering their trademarks 
than our courts seemed to have followed 
in the past. 

Judge Hand in tracing the history of 
the three Rogers brothers, William, 
Simeon S., and Asa H., tells of the firms 
with which they were connected that 
adopted the original Rogers trademarks. 
These started with 1847. But he also 
brings in the history of others not con- 
nected with the original Rogers such as 
the C. Rogers & Bros.’ (known as the 
coffin plate Rogers), the Rogers & Ham- 
ilton Co., and others who used the word 
after the death of the original Rogers 
brothers. 

The International Silver Co. claims its 
right through the firms of Rogers & Bro. 
(deriving the title from Asa and Simeon 
Rogers), the Meriden Brittania Co. (de- 
riving the title from all the three orginal 
brothers in 1862), William Rogers Mfg. 
Co. (deriving title from William Rogers 
in 1865), and the Rogers Cutlery Co. 
(deriving title from Asa Rogers). In 
addition the International Co. formed in 
1899 also bought over the corporations 
using Rogers name, such as C. Rogers 
& Bros.; Simpson, Hall, Miller & Co.; 
and the Rogers & Hamilton Co. 

In 1894 William A. Rogers, the de- 
fendant’s predecessor, began selling sil- 
verware and silver plated ware in New 
York, being, according to Judge Hand, 
the fourth Rogers business in competi- 
tion with the companies deriving a com- 
mercial heirship from the three brothers 
and this was followed in 1900 by Simeon 
L. & George H. Rogers Co., organized 
by two sons of Simeon S. Rogers, the 
original pioneer. On the strength of 
this, Judge Hand says that the name 
“Rogers” did not designate any particu- 
lar source of manufacture. 

William A. Rogers incorporated his 
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business in 1901 and adopted various 
special trademarks. In 1918 the com. 
pany acquired the business of Simeon [, 
& George H. Rogers Co. and the busi- 
ness of both were later purchased by the 
One‘da Community. 

Judge Hand claims the argument that 
the name “Rogers” meant the goods of 
the International and its predecessors 
was not correct and that the company 
has no exclusive right to the word 
“Rogers” simpliciter, according to the 
decisions of the courts; that its rights 
were for the use of the trademarks of 
the original Rogers companies and that 
the company had disregarded any pro- 
tection to the name “Rogers” alone to 
the extent that the court must now hold 
that it had no exclusive right to the use 
of that single name. 

But then having hit at some of the 
general claims of the complainants, 
Judge Hand’s decision proceeds to criti- 
cize the Oneida Community, Ltd., which 
had bought the William A. Rogers busi- 
ness, for the way it had treated so un- 
fairly the specific marks or names of the 
Simeon L. & George H. Rogers Co. in 
regard to its guarantee. On the face of 
each was the picture of the original 
Simeon Rogers and his sons, which the 
court held was a direct attempt to trade 
on the reputation and skill of one of 
the original brothers from whom the 
complainant's and not the defendant's 
good will may be regarded as in part 
derived. 

He then criticizes severely the adver- 
tising pamphlet of the defendants in re- 
gard to the use of silver sold under the 
trademarks of “Wm. A. Rogers, Ltd.,” 
saying that “the circular was obviously 
intended to represent that the reputa- 
tion of defendant’s Rogers plate was de- 
rived from the original brothers and 
that its excellence in silver plating came 
from the teachings in faithful workman- 
ship of those men and the concerns with 
which they were associated. Nothing 
could be better calculated to misrepre- 
sent the truth.” 

After a number of other actions were 
described he says that this sort of 
deliberate use of the name “Rogers” was 
bound to injure complainant’s trade and 
is palpably unfair. 

But the decision says that while the 
defendant’s conduct has not been bad 
enough to deprive it of the use of the 
name “Rogers” or the marks “Wm. A. 
Rogers Heirloom” or “R. S. Mfg. Co.,” 
its advertising and propaganda seem to 
make it necessary to differentiate its 
goods from complainant’s in all adver- 
tising matter and containers relating to 
plate ware. He says the defendant may 
be allowed the use of certain specified 
marks as well as the name “Rogers” but 
its own name, either as successor of Wm. 
A. Rogers, Ltd., or the Simeon L. & 
George H. Rogers Co. or as manufac- 


THE JEWELERS’ CIRCULAR 
for September, 1934 











turer should appear in any and all ad- 
yertising and upon all cartons or con- 
tainers in which goods bearing these 
marks or bearing the name “Rogers” are 
supplied, such name to be as prominent 
in size and type as the name of such 
predecessor or the name “Rogers.” 

In respect to the cross injunction 
granted to the defendant against the 
complainant in the original decree, it is 
sustained by the court but is modified to 
meet with the opinion in regard to the 
use of defendant’s name as the successor 
of certain Rogers companies. 

Although two judges handed down 
this decision that might in a way be 
said to be against both litigants, the 
third (Judge Learned Hand) in a dis- 
senting opinion agreed that the -vord 
“Rogers” as a name cannot be monopo- 
lized by the complainant, and seems to be 
favorable to the contention of the de- 
fendants in regard to their rights under 
the use of the Wm. A. Rogers trade- 
marks. He is against any action by the 
court in suits like this which do not pro- 
tect the public but only redress a private 
wrong, finding that there was none that 
the complainant had suffered. He says, 
however, that the defendants should not 
use the word “Genuine,” “Famous” or 
“Celebrated” in connection with the word 
“Rogers” as they connote a position in the 
trade that Wm. A. Rogers never held. 
That he says was misleading just as it 
is for the complainant to use the word 
“Genuine Rogers” for there is no gen- 
uine “Rogers” though there are “origi- 
nal” Rogers on which the complaint is 
based. 

After the mandate on this decision 
has been given, the original decree of the 
Circuit Court will be modified to meet 
this decision. 


Jewelry Believed Stolen from Day- 
ton, O., Stores, Recovered at 
Wilkinsburg, Pa. 


PITTSBURGH, Pa., Aug. 17 — Jewelry 
valued over $1,000, consisting largely of 
women’s diamond rings, wedding rings 
and wrist watches, was identified today 
as part of the loot which it is alleged was 
stolen on Aug. 10 from the ransacked 
display windows of the Rogers Jewelry 
Co. and Spencer Jewelry Co., Dayton, 
Ohio, according to the Wilkinsburg, Pa., 
police department. The loot was iden- 
tified by Miss McNeill, buyer for the 
former company, according to the police. 
A man, in whose car the police reported 
finding the jewelry, is being held. while 
two brothers are being sought in con- 
nection with the theft. 

Driving a new model automobile, the 
thieves parked in front of the stores, 
smashed the windows, and reached inside 
the show case to scoop up a quantity of 
jewelry. They escaped by driving south 
on Main to Fifth St. and then west on 
Fifth St. 

Officials of the Rogers company stated 
that valuable rings and watches had been 
taken. Their value will exceed $1,000, 
they said. 

At the Spencer company an inventory 
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is being taken to determine the exact 
pieces of jewelry stolen. 





Work of Jewelry Design Registration 
Bureau 


ProvipENCE, R. I., Aug. 15.—The suc- 
cess of the Jewelry Design Registration 
Bureau, located at the Rhode Island 
School of Design, Waterman St., this city, 
but covering the medium and low-priced 
jewelry industry of the entire country 
under the provisions of the NRA, is be- 
ing pointed out as an indication of what 
may be accomplished through design reg- 
istration. 

Since this bureau has been established, 
upward of 1500 jewelry designs have 
been registered, guaranteeing to the man- 
ufacturers their exclusive use for a year’s 
period without infringement. Previous 
to the operation of the bureau it was a 
common experience for a manufacturer 
to find his product duplicated, without 
redress. 

The office of the bureau was closed 
from July 30 to Aug. 5, inclusive, during 
which period no session of the design 
jury was held. During that period de- 
signs for registration were filed at the 
office of the School of Design. 


Instruction in Making Jewelry and 
Silverware for Unemployed 
Young Men 


ATTLEBORO, Mass., Aug. 15.—Announce- 
ment was made yesterday that a plan to 
instruct unemployed young men and boys 
in the practical and technical details of 
jewelry and silverware manufacturing, 
these being among the leading industries 
in the Attleboros, is to be put into effect 
through an allotment of $600 by the 
Massachusetts ERA administration for a 
two months’ trial. 

The plan is the result of conferences 
between a number of leading manufac- 
turers of jewelry and silverware, with 
Edwin O. Otis, Jr., secretary of the New 
England Manufacturing Jewelers and 
Silversmiths Association, and Arthur L. 
Hazlett, secretary of the Attleboro Young 
Men’s Christian Association, who evolved 
the idea because of the number of un- 
employed young men, many of them col- 
lege graduates. The school will hold its 
sessions at the rooms of the Y. M. C. A. 
with five teachers and there will be six- 
hour sessions several days of each week. 
Efforts will be made to find jobs for at- 
tendants at the school when they have 
become proficient. 


Stone-Margulis, 801 Bedell Building, 
Portland, Ore., have taken a permanent 
location for their new downstairs store, 
corner of Broadway and Morrison 
Street, Portland. Construction started 
the latter part of August and the new 
store will be open about the middle of 
September. Temporary offices will re- 
main in the Bedell Building until they 
move into the new shop. This new 
store, it is expected, will be one of the 
smartest and most striking in the North- 
west. 
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Emerald Cut 
and 
Marquise 
Diamonds 


A large stock of Emerald 
Cut and Marquise 
Diamonds of all sizes 
and qualities. 








We will be pleased to 
submit a selection for 
your, or your customer's 
approval. 





Star Sapphires 


Sapphires Emeralds 


Star Rubies 


Rubies Pearls 


An extensive stock 
of Star Gems set 
in Ladies’ and 
Men's Rings and 
Men's Cuff Links. 








Also unmounted 
stones of every 
possible descrip- 
tion and price. 














GEMS OF a9 
THE MODE 


JEROME 
RICHHEIMER 


608 Fifth Ave., New York 












































This ‘short-cut’ 


The Piccadilly is “close to every- 
Ninety per cent of your 
calls are within a few minutes’ 
radius of this new hotel, and its 
short-cut location will save time 
(and taxi fare) in covering the 


thing.” 


town. 


And when you need relaxation, | 
you are right in the center of thea- 
tres and amusements. . . to say 
nothing of the Piccadilly’s own 
“Silver Lining” Cocktail Room... 
De luxe dinner with 
dancing in the Georgian Room. 


Perfect. 


The Treasurer himself will ap- 
plaud your keen sense of values 
in choosing this hotel, where com- 
fortable rooms and delicious meals 


are bargains. 


RATES FROM 


*2.90 


ROOM WITH BATH 
450 Outside Rooms 


Hotel 


PICCADILLY 


45TH STREET, WEST OF BROADWAY 
W. STILES KOONES, Managing Director 


loca- 
tion saves Time and 
Money in New York... 




















| 


Albert A. Clark 


His many friends in the retail jewelry 
and silver plate trades were grieved to 
learn early last month of the death of 
Albert A. Clark, one of the prominent 
figures of the Maiden Lane district, where 
he had represented the Holmes & Ed- 
wards Silver Co. and its successors, the 
International Silver Co., for nearly 50 
years. Mr. Clark passed away July 28 
after an operation at the Doctors Hospital 
in New York. The funeral services were 
held at his home in Rutherford, N. J., 
July 31. 

Albert A. Clark was born Sept. 22, 
1860, and began his career with the 
Holmes & Edwards Silver Co., then at 
2 Maiden Lane, on Sept. 1, 1885. When 
the company was taken over by Inter- 
national in 1898, and the general sales 
rooms located in New York, Mr. Clark 
remained with that company but gave 
up the lines of the Manhattan Silver 
Plate Co. which he had sold up to that 
time. He made his headquarters at the 
International Silver Co.’s New York of- 
fices, 9-19 Maiden Lane, and for many 
years called on the jobbers and the larger 
retail jewelers and also had charge of the 
platedware contracts with the Govern- 
ment and the special goods sent to large 
chain organizations. Since the distribu- 
tion of Holmes & Edwards through job- 
bers was discontinued in 1932, Mr. Clark 
has continued to call on department stores 
in and around New York. 

Deceased was widely and favorably 
known as one of the best versed and most 
competent men in the silver plated trade 
and his strong personality and many 
sterling qualities made him strong friends 
in every section of the industry. 

Besides his widow, Mr. Clark is sur- 
vived by a son, P. A. Clark, and a 
married daughter. 





Virginia Retail Jewelers Hold 
Convention at Petersburg 


PETERSBURG, VA., Aug. 21.—The 26th 
annual convention of the Virginia Retail 
Jewelers Association was held at the 
Hotel Petersburg on Sunday and Monday. 

Foremost among the trade evils which 
the Association went on record against 
was price-cutting in the craft and the 
prevalent 25-cent packing charges. 

Using for his subject “What the Na- 
tional Is Doing for the Retailer,” Wil- 
liam G. Frasier, an ex-president of the 
American National Jewelers Association, 
forcefully reminded the assembled jewel- 
ers, in the keynote address of the conven- 
tion, that “man cannot live unto himself— 
neither can your State Association live 
without your support and the support of 
your contemporary. It is your duty to try 
and get more of the bigger jewelers to 
attend these meetings. Most of the bigger 
jewelers feel that when they send in their 
checks to the secretary for their dues they 
have discharged their duty. You need 
that personal touch—their presence at 
these meetings—that’s cooperation,’ he 
declared. 

Following registration, which began in 
the main lobby of the hotel Sunday morn- 
ing at 11 a. m., a tour of historic Peters- 
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burg, conducted by the Historical Diyj. 
sion, National Park Service of the United 
States Department of the Interior, was 
tendered the visiting jewelers by Branch 
Spalding, historical technician. At 9 p. m, 
an informal get-together was held in the 
hotel. 

The first business session was called to 
order at 10 a. m. Monday by President 
M. R. D. Brown, the first speaker being 
George A. Harrah, representative, the 
Elgin National Watch Co. “It may please 
you to know,” declared Mr. Harrah, “that 
the Elgin management is optimistic for a 
continued fair business, particularly this 
fall. 

“We know price-cutting leads to price 
demoralization,” the speaker declared, 
“and necessarily profit demoralization. 
To live, every business, big or small, 
must make a profit. 

“I sincerely believe,” Mr. Harrah con- 
tinued, “that the time has come when the 
jewelers must once and for all place a 
value on confidence and prestige.” 

“Hamilton’s Modified Zone System of 
Distribution” was discussed by Charles S. 
Gause, of the Hamilton Watch Co., in 
which he ably explained the undertaking 
by his company and the success with 
which the efforts had met. 

Following Mr. Gause, E. H. Titmus, of 
the Titmus Optical Co., Petersburg, Va., 
discussed “The Retail Jeweler and His 
Optical Department.” 

At the afternoon session, John J. Cor- 
son, III, associate N. R. A. compliance 
officer, Richmond, Va., spoke on “The 
Retail Jewelers’ Code of Fair Competi- 
tion,” after which adjournment was in 
order with the election of officers for the 
coming year. They are: M. R. D. Brown, 
president; H. N. Cloutier, Waynesboro, 
first vice-president; G. C. Barclay, New- 
port News, second vice-president; C. F. 
Lauterbach, Petersburg, third vice-presi- 
dent; Harry George, Jr., Charlottesville, 
fourth vice-president; O. F. Russow, 
Roanoke, secretary-treasurer; M. Harri- 
son, F. L. Moose and Leo F. Henerby, all 
of Roanoke, members of the executive 
committee. 


Benjamin F. Rodgers 


LouisviLLE, Ky., Aug. 11—Benjamin F. 
Rodgers, 74 years old, retired Louisville 
jeweler, died Aug. 9 at a Clearwater, 
Fla., hospital following a_ stroke of 
paralysis. Mr. Rodgers went to Florida 
seven months ago with Mrs. Rodgers 
for his health. 

He was in the jewelry  usiness in 
Louisville for 50 years, having entered 
the business in the employ of George 
Wolf & Co., later buying the Frank 
Barnum store with Thomas Pottinger, 
with whom he was partner for 15 years. 
Mr. Rodgers then formed a partnership 
with Edward A. Krull. The firm of 
Rodgers & Krull lasted until Mr. Rodg- 
ers retired three years ago because of 
his health. Mr. Krull continued the 
business under his own name. They 
were associated for more than 50 years. 

Funeral services were held in Clear- 
water Saturday afternoon. Mr. Rodgers 
is survived by his widow, two sons, and 
a daughter. 
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A Message from the President of the 
United Horological Associations 
of America 


Editor, THE JEWELERS’ CIRCULAR: 

After 15 years of continued efforts to 
create a National organization for the 
watchmaking and watch repairing indus- 
try, we have finally succeeded in laying 
a corner stone for such an organization, 
by a small group of enthusiastic crafts- 
men, gathered in Washington, D. C., on 
May the fifth, 1934. 

Although still in its infancy, its effect 
is felt on a nation wide scale. 

I am gratified by the hundreds of in- 
quiries coming in daily, which demon- 
strate that the need of such organization 
is imperative. 

It is a mistaken idea to think that our 
primary object is the obtaining of a 
code of fair practice from the NRA ad- 
ministration. This object is being carried 
out only in the spirit of time that con- 
fronts us for the present. 

Our primary object is to elevate the 
standard of our craft to its respective 
position, where it flourished under the 
able leadership of the old Guilds. 

In my 35 years at the bench, I have 
experienced that the average layman, or 
customer, enters a jewelry store or watch 
repair shop with a certain scepticism, in 
other words, the thought of getting 
cheated is ever present. 

These conditions had been brought 
about by excessive commercialization, 
especially by unscrupulous dealers, and 
promoters, who have no knowledge nor 
any fundamental understanding, as to 
what constitutes a time measuring in- 
strument. Their yard stick of service is 
concerned only of dollars and cents, 
everything else is secondary. 

Proficiency in the craft is not ques- 
tioned. The main object is, “How many 
repairs can you turn out a day?” 

To end this chaos, and to regain the 
confidence of the public measures must 
be brought about by the craftsmen them- 
selves. 

In the various states, proposed state 
legislations are pending to secure a li- 
censing system for our craft. 

The Horological Institute of America 
is issuing certificates of proficiency in 
this craft. 

This is all very well, but the chance 
of receiving such certificates in a fraudu- 
lent way is not so hazardous. 

In many instances, certificates had 
been granted inferior mechanics, because 
there is no authorized board of control, 
who would supervise, or monitor these 
applicants. Even though the several 
states should grant us a licensing system, 
we will have to grant exemption certifi- 
cates to all who profess to be crafts- 
men at the present time. Only the com- 
ing generation of craftsmen will be af- 
fected by such a system. 

Therefore, in order to weed out the 
undesirable element from our craft, it is 
necessary to organize. This organization 
must be set up in the form our devised 
charts illustrate, to make it effective on 
a mation wide scale. (National, State and 
local guild associations.) 
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I have found that the best method 
for the weeding out process is the guar- 
anteeing of all work done by associa- 
tion members, by the entire Guild. Strict 
record to be kept, as to what repairs 
had been performed on each individual 
timepiece and serial number of crafts- 
man who performed the. repairs, shall 
be on repair record. Then, if complaints 
follow, it is an easy matter to check, if 
inferior workmanship is the cause of 
complaints. 

Each Guild should establish a griev- 
ance committee, composed of from three 
to six known master craftsmen, who will 
examine the work and render an im- 
partial verdict for they will not know 
who the craftsman is that performed 
the repairs. Complaints are received by 
the chairman or secretary of the Guild, 
who are pledged not to disclose name of 
craftsman in question, until third offense 
is committed, and the craftsman after 
careful investigation is demoted from 
senior to junior or even to continued ap- 
prenticeship. 

No doubt there are some in the craft, 
who profess to be watchmakers, and who 
have no mechanical ability whatsoever. 

It is better for them to be told so they 
can find another field to make their live- 
lihood, where they will be of more use 
to the community and themselves. A 
method like this, brought to the public 
through educational campaigns, advertis- 
ing by newspapers, and eventually by 
radio broadcasting, is bound to bring the 
desired results. 

The fear of some watchmakers and 
retail jewelers, that this organization 
and its leadership is composed of radical 
elements, should be dispelled for the 
simple reason, that it has been proven, 
it is inconsistent with our craft to afhi- 
liate with other labor organizations, such 
as the Federation of Labor. Although we 
esteem the Federation’s work in the field 
of labor, and without its protective mea- 
sures, labor would still be exposed to 
selfish exploitation by some employers, 
we could not by the nature of our craft 
affiliate with them. For the simple reason, 
that each and every watchmaker is a 
complete business unit by himself. 

Therefore, the preservation of our in- 
tegrity lies in our own hands, and or- 
ganization is the only method. Being a 
craftsman is the only qualification re- 
quired, being employer or employee, our 
course is common in every respect, and 
instead of creating antagonism between 
employer and employee, it is our desire 
to eliminate the one that has existed. 

In the future, let us not be called the 
necessary nuisance of the retail jewelry 
‘trade. 
and become the necessary partner of the 
retail jewelry business. If you are not 
yet organized, get in contact with our 
national secretary, O. R. Hagans, 3226 
E. Colfax Ave., Denver, Colo., who will 
gladly furnish you with the necessary 
details required in organization work. 

Yours sincerely, 
(Signed) FraNK Forcuer, President, 
United Horological Asso- 
ciations of America. 
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The new PIERCELESS ear- 


Let the cooperative spirit prevail” 

















WHAT 


makes these Earrings 


Different? 


* 
They are equipped with 


xen 


ring attachment with the 
marvelous patented feature 


@ that holds securely 
(but never pinches the ear) 


@ Affords Utmost Comfort 
(yet never slips off!) 


© Will bring back sales 


(the loss of expensive earrings 
has driven a vast amount of 
earring business to the 5 & 10¢ 
stores) 


* * * 


Loxon is the first and only 
improvement in earring 
construction in 25 years! 


* * * 


Lampl offers a selection of 
smart earrings equipped with 
LOXON. Or the individual 
Loxon parts are obtainable 
by manufacturers or repair 
departments in Platinum, 
Gold (all colors) and Silver. 


Cy 
Walter Lampl 


CREATORS OF THE UNUSUAL— 
AS USUAL 
PRECIOUS STONE JEWELRY 


20 WEST 47th ST., NEW YORK 













































































WATCH STRAPS 


We are now supplying quality leather watch 
straps at low prices to the largest jobbers, 
distributors and watch manufacturers. 

Order from us pow and profit by our experi- 
ence. Ketailers order thru jobbers. 


WESTERMAN MFG. CO. 
136-140 W. 2ist St., New York, N. Y. 








WATCH 
21. DIALS ano ctock 
2 REFINISHED LIKE NEW 
/ HIGH GRADE EUROPEAN METHOD 
: j 24 Hour Service 


i 5 
: bay Write for Price List 


ROYAL DIAL & eng net ge co 
116 Nassau St., New York, N. 














JADE INC. 
Rosequartz Turquoise 
Amethyst Lapis 
Carnelian Crystals 





Stone Ornaments for Lamps 


20 West 47th St., New York 
IMPORTER — WHOLESALER 


| 
CHINESE GEMS CO. 








Watches of Snakewood 


for Men and Women 


DE FRECE WatcH Co., INC. 


48 West 48th St., New York 








EXPERT REPAIRS 


SILVERWARE 
Greatest Care Given to Heirlooms 
No job too small or too much trouble 


217 E. 38th St. 
CURRIER & ROBY 2"7.:2t st 











KENNGOTT BROTHERS 
80 Nassau Street, New York, N. Y. 
JEWELRY REPAIRING and 

SPECIAL ORDER WORK 


Real on imitation Shell Combs— 
Baby Shoes Metalized— 
Genuine VARNISTARS and VARNICROSSES— 


Prompt Mail Service 




















ee 





A -8 .75 

&” to 18s. BREGUET. $1.25 

— HAIRSPRING SERVICE, Ine. 
116 Nassau Street, New York City 





Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 
S. NATHAN & CO., Ine. 


71-73 Nassau Street, New York 


Orders for Jobbing Stones and Lapidary 
Work Carefully and Promptly Filled 





Same Day Service GUARANTEED 


DIAL REFINISHING 


All jobs leave our shop same day received 


U. $. Watch Dial Mfg. Corp. $4;86 Nassan 














NEW YORK: 


Jewelry News of the Metropolitan District 


Hoke, Inc., dealers in refiners’ and 
manufacturers’ equipment, has leased 
quarters in 122 Fifth Ave. 


Cornelius J. Dawson has opened a re- 
tail jewelry store at 575 Lexington Ave- 
nue. He is carrying complete lines of 
diamonds, watches and jewelry. 


Nat R. Hirschhorn, representative of 
the Parker Watch Co., 580 Fifth Avenue, 
left recently for his territory through- 
out the Middle and North West. 


Space in the building at 42 W. 48th St. 
has been leased by the Balter Jewelry 
Co., Inc., manufacturing jewelers, for- 
merly at 48 W. 48th St. 


Dewey Conover, of Conover & Quayle, 
watch materials and supplies dealers, 10 
Maiden Lane, left Aug. 18 for Beach 
Lake, Pa., to spend a vacation of two 
weeks. 


Jack Hoffman is now associated with 
Aisenstein-Woronock & Sons, Inc., 2 W. 
Forty-sixth Street. He will cover the 
larger cities in the Middle West and At- 
lantic Seaboard. 


B. F. Hirsch, Inc., manufacturing 
jewelry concern, has taken the entire 
sixth floor of the building at 64 W. 
Forty-eighth Street, enlarging its plant 
and augmenting its factory equipment. 


J. Arnold Wood, retail jeweler of 357 
Main Street, Poughkeepsie, it has been 
announced, has just passed an examina- 
tion privileging him to use the title, 
“Qualifying Certified Gemologist.”’ 


Henry Miller of Miller & Veit, 48 W. 
Forty-eighth St., accompanied by Mrs. 
Miller, returned on the Volendam from 
a purchasing trip to the diamond markets 
of Amsterdam and Antwerp. 


The Provident Diamond Co., 781 Lex- 
ington Ave., at 61st St., will occupy new 
and larger quarters in the corner store 
of the same building on or about Sept. 15. 
A complete line of diamonds, watches and 
jewelry will be carried. 


The Pierce Watch Co., Inc. 60 E. 
Forty-second Street, has announced that 
it will have an exhibit at the convention 
of the National Association of Credit 
Jewelers, to be held in the Hotel Sherman, 
Chicago, during the week of Sept. 24. 


Mr. and Mrs. A. D. Leveridge, of the 
firm of A. D. Leveridge, diamond im- 
porters, 22 W. Forty-eighth Street, have 
been spending the summer at their farm, 
“Chantobreeze,” at Pompton Lakes, N. J., 
driving daily back and forth to and from 
their offices. 


Ebling & Reuss, Inc., china importers, 
Empire State Building, have moved from 
their location on the fourth floor to new 
quarters in Suite No. 540. The change 
was made to accommodate the display of 
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several new lines which the concern has 
recently taken on. They will have exhibits 
at the Boston Gift and Art Show and at 
the Philadelphia National Gift Show. 


Meyer Eisenberg has joined the sales 
staff of B. F. Hirsch, Inc., manufacturing 
jewelry concern, 64 W.  Forty-eighth 
Street, and will cover the Eastern terri- 
tory and New York City. He succeeds 
Albert Bookbinder who has gone to 
Canada to engage in business for him- 
self. 


Nat Halpern, gem expert and member 
of an importing firm in the Masonic 
Temple building, New Orleans, La., re- 
turned to his home Aug. 17 after a three 
weeks’ visit to New York and vicinity. 
While he was here he made his head- 
quarters with H. Stern, Inc., 872 Sixth 
Ave. 


Leo Heilbrun, president of the Leo 
Heilbrun Co., manufacturers of watch at- 
tachments, 17 W. 45th St., returned to 
New York Aug. 14 after a four weeks’ 
trip throughout the country calling on the 
retail trade. “Business is good,” he re- 
ports. “Buying is conservative but it is 
also consistent. And collections are better 
than they have been for years.” 


Edwin N. Vogel, formerly of this city, 
has become associated with the Hickok 
Mfg. Co., Rochester, N. Y., and is now in 
charge of the company’s line of mea’s 
jewelry. According to announcement 
made by S. Rae Hickok, president of the 
concern, Mr. Vogel, who is well known 
in the men’s jewelry field, assumed his 
new duties a month ago. 


The window of the Eypel Jewelry Store 
at 30-68 Steinway St., Astoria, was looted 
early the morning of Aug. 9 of inexpen- 
sive jewelry, fountain pens and alarm 
clocks of a total value of $250. This is 
the second time within the past three 
months that window smashers have bur- 
glarized the store. Al Aaron, manager, 
believes the thieves used a looped wire 
to snare the goods in the window. 


The partnershin between William 
Segman and David E. Abrahams under 
the name of Segman & Abrahams, man- 
ufacturing jewelers at 102 Fulton Street, 
was recently dissolved by mutual con- 
sent. William Segman announces that 
he is continuing in business as a manu- 
facturer of platinum mountings and 
diamond jewelry at the old address, 
Suite 701. 


The Jewelers’ Memorandum Bureau 
has announced the establishment of a 
collection service offered to its subscrib- 
ers and to the trade. The collection de- 
partment will be under the supervision 
of David Davidoff, attorney, who is also 
counsel for the Memorandum Bureau. 
Subscribers to the bureau will enjoy the 

(Turn to page 133) 
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effect desirable in 


_chases unseen. 


New York Notes 
(From page 132) 


advantage of a 20 per cent reduction in 
the regular rates for the collection 


service. 


William Fehlhaber, vice-president of 
Dieges & Clust, manufacturers of spe- 
cialty jewelry, 15 John St., died Aug. 13 
after an illness of several years. He was 
56 years old and had been inactive in 
business for the past 16 months. He be- 
gan his employment with the concern 30 
years ago. He is survived by his widow, 
Anna J. Fehlhaber, of 4026 Bronx Blvd.; 
a daughter, Edna, and a son, William 
Fehlhaber. Interment was at the Luth- 
eran Cemetery, Middle Village, L. I., 
N. Y. . 


Members of the China, Glass and 
Brass Salesmen’s Association spent Aug. 
4 at an outing at Glenwood, L. L, fol- 
lowing the termination of the New 
York China and Glass Show. This was 
the first outing that the association has 
held since 1918, and represented a get- 
together at which many old acquaint- 
ances were renewed. Lunch was on a 
boat specially chartered for the day. 
Baseball and other sport activities were 
features of the afternoon. Following a 
shore dinner at Karatsony’s the boat car- 
ried the members back to New York. 


Redecoration of the Udall & Ballou, 
Inc., store, at 734 Fifth Avenue, corner 
of Fifty-seventh Street, will be complete 
about Sept. 15. As described by William 
G. Doelker, president of the concern, the 
alterations which are taking place will 
give the store a much more spacious ap- 
pearance and provide the leisurely salon 
the modern shop. 
There will be two private offices for cus- 
tomers who prefer to make their pur- 
The woodwork and floor 
covering will be done in gray. There 
will be several standing show cases of 
burled walnut. The new shop will have 
modern air-conditioning equipment. 


The class in jewelry designing at Me- 
chanics Institute, 20 W. 44th St., under 
the direction of C. A. Jakobb, will open 
on Sept. 21 for the fall term. Mr. Jakobb 
reports an enrollment to date of 35 stu- 
dents and anticipates about 50 by the 
time the school opens. He says that those 
who meet the public from behind the 
jewelry store counters should have a defi- 
nite understanding of the art of jewelry 
designing and that such knowledge can 
be obtained through the instruction given. 
A correspondence course will also be con- 
ducted this year by Mr. Jakobb as the 
result of numerous requests from out-of- 
town jewelers. 


After a struggle with two bandits who 
failed to intimidate him by a display of 
revolvers, Joseph M. Marcus, manufac- 
turing jeweler at 94 Canal Street, 
dropped to the floor behind his counter, 
seized a die and hurled it through the 
window, foiling the efforts of the men 
who had entered his shop and pretended 
to be customers about 1 p. m., Aug. 1. 
The crash of glass attracted the atten- 
tion of passersby and of neighbors in 
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the building, causing the robbers to leave. 
The intruders had hoped to get the 
jeweler to open his safe by asking for 
an article which he did not have in his 
display case. Failing this, they drew 
revolvers. 


Wholesale diamond sales in the New 
York District during June of this year 
were 17.1 per cent less than June of 
1933, according to the Federal Reserve 
Bank Monthly Review. Wholesale 
jewelry sales were 3.5 per cent better 
than June of last year. Diamond sales 
for the first six months of 1934 were 
20.1 per cent better than in the cor- 
responding period of 1933, and jewelry 
sales showed a gain of 85.4 per cent in 
the same comparison. Department store 
sales of jewelry and silverware showed 
a decline of 6.3 per cent in June, 1934, 
from figures for June of last year. Stocks 
of jewelry and silverware in department 
stores were 8.7 per cent greater than the 
same month in 1933. 





Information has come that some 
leading jewelers of New York have 
received telephone calls from men 
who claim that they had been asked 
by THE JEWELERS’ CIRCULAR to 
arrange for the jewelers’ portraits. 
But they or the firm they claim to 
represent were not known at the 
telephone number which they left, 
nor at the building in which they 
were supposed to be located. 

THE JEWELERS’ CIRCULAR has 
made no arrangements with any in- 
dividual or outside firm to make 
photographs on its behalf. Any one 
approached in this way is asked to 
notify us at once. 


Meyer D. Rothschild, chairman of the 
Code Authority of the Precious Jewelry 
Producing Industry, disembarked in New 
York on Aug. 17 from the Rotterdam 
after spending, with Mrs. Rothschild, 44 
days on a cruise to the North Cape and 
Russia. The trip was taken, he said, for 
the benefit of Mrs. Rothschild’s health, 
which has been much improved as a re- 
sult. The visit to Russia was a fascinat- 
ing part of the voyage, he remarked, and 
speaking of the social and economic con- 
ditions in that country, he said that “The 
Russians are undertaking a very inter- 
esting experiment, and if they don’t get 
into another war the effect of their en- 
deavors will have a far-reaching effect 
upon the whole world.” 


Albert Goudvis, of Goudvis Bros., dia- 
mond importers, 22 W. 48th St., whose 
office is headquarters in the United States 
for the recently organized Amsterdam 
Combination of Diamond Manufacturers, 
reports that he has received a cable from 
Holland stating that the diamond busi- 
ness there is in substantially better con- 
dition. “In Amsterdam,” said Mr. Goud- 
vis, “the diamonds offered by the Com- 
bination today are selling in large quan- 

(Turn to page 134) 
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USE 
DIAMOND 
SCHICKSNAPS 


IN GOLD OR PLATINUM 
FOR YOUR 


CULTURED PEARLS 


HARRY C. SCHICK, INC. 
NEWARK, N. J. 





























Cultured Pearls 


in all Sizes 





or Mounted as Necklaces, Studs, Rings, 
Scarf Pins, Earrings, Pins in Platinum 
or Gold. 


‘‘The Pearl House’’ Leys. Christie & Co. 


65 Nassau St., New York 








The Gift To Her Fiancé , 
THE STAR SAPPHIRE RING 





Gems of Fascination 


LOUIS N. MARX 
351 Fifth Ave. New York 


Tel. MUrray Hill 2-8838 


REPAIRING 


JEWELRY — SILVERWARE 


SOLKY BROS., Inc. 


142 Fulton St., New York 














Expert Diamond Cutting 

and Repairing for the Trade 
For many years manager and foreman of 
the cutting works of L. & M. Kahn & Co. 


DAVID BARZILAY 


64 West 48th St. 
New York City 


Suite 807 
Tel., Bryant 9-2038 


As 


ty, Instrument Glasscs Replaced 
Samples and Prices on Request 
XL WATCH CRYSTAL CO. 


206 Broadway New York, N. Y. 
Tel. COrtland 7-9665 











INDESTRUCTIBLE CRYSTALS 
Guaranteed For 1 Year 
WILL NOT BREAK, DISCOLOR OR 
FALL OUT 














Hoover White Gold Golder 


for INVISIBLE SEAMS 
ORDER FROM YOUR SUPPLY HOUSE 


HOOVER & STRONG, Inc. @ 119 W. Tupper Street 
Buffalo, N.Y. @ Gold Refiners and Mfrs. Since 1912 











SOLE DISTRIBUTORS 


CHRONOMETER CYMA 


INTERNATIONALLY FAMOUS 


WATCHES — CLOCKS 
NORMAN M. MORRIS 


Incorporated 


542 Fifth Ave., New York 





ROUGH OPALS 


DIRECT FROM AUSTRALIA 

Large Trade Parcels in 50 or 100 

ez. Lots from $1.00 to $10.00 
per oz. 

Also Black Opals and Collectors 
Specimens 


Write for Free Lists 
N. H. SEWARD 457 Bourke St. 


Melbourne, Australia 








SHIP YOUR 
SWEEPS and POLISHINGS 


FILINGS, OLD ACID, WASHINGS 
TO US FOR PROMPT RETURNS 


GOLD—SILVER 
PLATINUM 


BOUGHT & SOLD 


JEROME REFINING CO. 
| E. FORDHAM RD., BRONX, N. Y. 

















Build Your Watch Business With 
THE ROYAL LOUIS LINE 


SPECIALS FOR SEPTEMBER 





3% ligne, 7 Jewels, 10 karat rolled gold plate, 
yellow, variety of styles. Beautifully boxed. 


$10.25 NET 





3% ligne, 17 jewels, 14 karat gold, white or 
yellow, variety of styles. Beautifully boxed. 


$15.00 NET 
LOUIS WATCH CO., Inc. 


116 Nassau St., New York 
Factory, Bienne, Switzerland 











New York Notes 


(From page 133) 
tities and at higher prices than has been 
the case in past months.” The importer 
also remarked that in New York, during 
the last two weeks of August, he had ex- 
perienced substantial increases in sales. 
Frederick Loopuit, of Mr. Goudvis’ office, 
is sales representative in New York for 
the products of the diamond combination. 


I. Lachmann, president of I. Lachmann 
& Sons., Seattle, Wash., has been in New 
York during the past week following a 
visit to Providence and the Attleboros on 
a buying trip. He will return by way of 
Detroit and upon reaching home will go 
to Honolulu. 


Louis Gurfein of Louis Gurfein & Son, 
importers of diamonds, 2 W. 46th St. 
sailed on the Olympic on July 20 for an 
extensive buying trip abroad. He will 
visit the markets of Antwerp, Amsterdam 
and London and will be away for an in- 
definite stay. 


The Watson Co., silversmiths of Attle- 
boro, Mass., announce the removal of their 
New York showrooms, in the building at 
347 Fifth Ave., corner of 34th St., to 
larger quarters in the same building. In- 
creased demand for a complete showing 
of the entire Watson line has made this 
step necessary. Grover Richards, Presi- 
dent of the Watson Co., cordially invites 
all jewelers visiting New York to make 
this centrally located silver exhibit their 
headquarters while in the Metropolis. 


The National Alliance of Art and In- 
dustry, under whose auspices the success- 
ful Industrial Arts Exposition was held 
last April, has announced the formation 
of a design registration bureau which, 
pending effective legislation from Wash- 
ington, will give every available pro- 
tection to original designs submitted by 
designers or manufacturing industry. The 
National Alliance of Art and Industry 
is of the opinion that this procedure may 
serve as an additional means of demon- 
strating the value of design to judges 
and juries throughout the country since 
it is only of late that recourse to the 
law has given satisfaction. While the 
Alliance cannot bring suit against a 
copyist, it can and will ask for an ex- 
planation from the offender when piracy 
has been proved, and it will act as a 
material witness should the case come to 
trial. Design registration is free to 


| members of the National Alliance, with 
| certain necessary restrictions, while a 
small charge is made to non-members. 


The bureau is now located in Room 1712, 
30 Rockefeller Plaza. 


The Horological Society of New York 
on Aug. 7 held its last meeting in the 
Turn Hall at 1253 Lexington Avenue, 
corner of 85th Street. Future meetings 
will be in rooms at the club house, 
150 W. Eighty-fifth Street, between 
Columbus and Amsterdam Avenues. At 


| this meeting a letter was drafted to be 


sent to the NRA protesting against any 
provisions regarding watchmakers in the 
Retail Jewelry Code. “The watch re- 
pair trade,” said this letter, “is a dis- 
tinct, separate unit and cannot be classed 
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with clerks, porters, etc., connected with 
a jewelry store.” A letter of protest 
was sent to the Board of Education of 
New York City, in complaint against the 
reported scope of the summer course in the 
class in watchmaking at the Central 
School of Business and Arts, 214 RB, 
Forty-second Street, as printed in the 
JEWELERS’ CiRCULAR for August. In this 
letter the Society urged its desire to co- 
operate in the promotion of higher stand- 
ards for the watchmaking trade. The 
next meeting of the Horological Society 
will be held Sept. 7 in the new meeting 
rooms. 





Charles C. Bradley 


Batavia, N. Y., Aug. 12—Funeral ser- 
vices for Charles Clifton Bradley, 67, 
Batavia jeweler for 40 years, who died 
of heart disease here Friday in his home, 
21 Ross St., were conducted in the home 
here this afternoon, with burial in Grand 
View Cemetery. 

Mr. Bradley had been confined to his 
home since being stricken ill in May, 
shortly after his return home from 
Florida. 





Installment Jewelers of New York 
Metropolitan Area to Organize 
New Association 


Twenty-five leading installment jewel- 
ers of the metropolitan area of New York 
City met at a luncheon meeting in the 
Hotel Commodore on Aug. 21 and voted 
to form a permanent organization. Eliot 
Hirshberg, of Finlay-Strauss, Inc., who 
presided over the meeting, appointed the 
following committee to draft the consti- 
tution and by-laws, and to define the pur- 
poses and objectives of the new associ- 
ation: Chairman, C. M. Bradbury (Royal 
Diamond & Watch Co., Inc.) ; Mortimer 
S. Abelson (Abelson’s, Inc., Newark) ; 
Alvin Baer (Baer’s American Watch & 
Diamond Co., Inc.). 

The chief subject of discussion at the 
luncheon meeting was the Code of Adver- 
tising Standards, which has been in effect 
as a body of interpretative regulations un- 
der the fair practice provisions of the Re- 
tail Jewelry Code since June 15. It was the 
general consensus of opinion that the 
standards have been unusually successful 
in bringing about more ethical advertis- 
ing practices among credit jewelers. Wil- 
liam Wagner, Executive Secretary of the 
Local Code Authority, reported that in 
no case had it been necessary to cite a 
jeweler to appear before the Authority 
as a violator. 











IMPORTANT 


FOR RENT—Factory space in Shelton, 
Connecticut, in modern building, in- 
cluding 50 H.P. electric power for 
machinery, also power for light, canal 
water, compressed air, live steam, heat 
in season, railway siding, watchman’s 
services; 35¢ per square foot per year. 
Good labor market at location and 
vicinity. 30,000 square feet per floor; 
not less than one-half floor to a tenant. 
Apply to Shelton Industrial Corpora- 
~~ 152 Temple Street, New Haven, 
onn. 
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PROVIDENCE: | 


Happenings in the New England Territory 


The name of the Fray Jewelry Co., 
Cranston, has been changed to Thomas 
McGrath, Inc. 

Frederick Schwinn, of the Robbins Co., 
Attleboro, is in Europe on a several 
months’ vacation trip. 

The Kay Jewelry Co. is having a com- 
plete alteration and renovation of its 
retail store, 240 Westminster Street. 


Notice has been filed at the office of 
the Secretary of State that the Uncas 
Manufacturing Co. has increased its capi- 
tal stock from $25,000 to $500,000. 


Employees of the General Plate Co., 
Attleboro, were guests of the firm at the 
annual outing held at the Pomham Club 
on Narragansett Bay, Aug. 11. 


Oscar Cohen, of 37 Broad St., Paw- 
tucket, has filed proprietorship statement 
as owner of Wilson’s Jewelry Mart, 12 
Dexter St. 


Gregor Krichbaum of L. Krichbaum 
Co. is convalescing at his home here 
after a severe attack of double pneu- 
monia. 


Employees of the Whiting & Davis Co., 
of Plainville, enjoyed a clambake and 
outing at Horseneck Beach on Buzzard 
Bay on Aug. 11. 


The regular monthly meetings of the 
Metal Finding Manufacturers’ Associa- 
tion will be resumed the first Wednesday 
in September, following the summer 
respite. 


Employees of the Paul Stierle Co. sailed 
down Narragansett Bay, Aug. 6, going 
to Newport for the dinner and thence to 
Prudence Island for a series of sports 
and games. 


J. J. Newberry Co. has leased the four- 
story building at 203 Westminster St., 
formerly occupied by the Providence 
Journal Co., and is having extensive al- 
terations made. 


Fifty-four shares of the D. E. Make- 
peace Co., of Attleboro, valued at $539,- 
028, were placed in trust for Mrs. Myra 
B. Makepeace, widow of David E. Make- 
peace, after the inventory of the latter’s 
estate at probate court in Taunton. 


The Watson Co. of Attleboro and 
Whiting & Davis Co. of Plainville will 
be among the exhibitors at the convention 
of the American National Retail Jewelers’ 
Association at Cincinnati during the 
week of Sept. 10. 


Lawrence A. McGrane, a retired vet- 
eran silversmith who had been associated 
for many years with the Gorham Mfg. 
Co., died July 30, aged 65 years. He was 
born in Mystic, Conn., and is survived 
by his widow, one son and four daughters. 


Edmund C. Mayo, president of the 
Gorham Mfg. Co., has been named to 
membership on the code authority for the 
silver manufacturing industry under the 
N.R.A. He is also a member of the ex- 
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ecutive committee of the Silverware 


Manufacturing Institute. 

The annual outing of the employees 
of the Martin-Copeland Co. was held 
Aug. 11 at the Warwick Club on Nar- 
ragansett Bay. Luncheon was served at 
noon with a series of games in the after- 
noon. Following the bake, dancing was 
the feature for the evening. 

Allen Pritchard, 41 years old, pleaded 
guilty in Sixth District Court to a charge 
of embezzling eight watches valued at 
$147.25 from Charles Feldman. On May 
7 he was given a number of watches to 
sell, but instead he pawned eight of them. 
He was given a deferred sentence. 

The Modern Enameling Co. of Provi- 
dence has been incorporated by Walter 


Johnson of Cranston, John H. Peckham | 


of North Scituate and Helen E. Mowry 
of Providence to conduct a business of 
enameling, plating, etc. The capital is 
100 shares of common stock of no par 
value. 

Robert Cooper, employed by the Gor- 
ham Company for 35 years during which 
he worked his way from errand boy to 
a division superintendent, died July 26. 
He was 51 years old, born in Sheffield, 
England, and came to this country at the 
age of four years. He is survived by his 
widow and three sons. 

Thieves forced an entrance to the 
store of the A. L. Nichols Co., Inc., 65 
Pleasant St., Fall River, Mass., the other 
night by breaking a window on the Third 
St. side of the building. The glass in a 
large jewelry show case in the store was 
shattered and the entire contents valued 
at several hundred dollars were carried 
away. The stolen property included 
rings, watches, brooches, bracelets and 
other articles of jewelry. 


A sports program, clambake, swim- | 
ming and dancing were features of the | 
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BENNETT 


FOR 


EARWIRES 


Largest Selection 
in the Trade 


T. S. BENNETT FINDINGS CO., INC. 
161 Dorrance St. Providence, R. I. 








CO. 


EUREKA MFG. 
PAUNTON, MASS. 
Wakers of 
SILVERWARE BAGS AND ROLLS 


approved and used by . 
Leading Manutacturers and Retailers 


Samples on Request 





ANCHESTER 
SILVER COMPANY 


E E LAND 








BRACELET PATENTED 





Also Makers of Men’s Buckles and Sets 


Cc. A. MARSH & CO., Ine. 


ATTLEBORO, MASS. 











| x 
DINIKS 
STERLING 
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annual outing of the Rueckert Manufac- | 


turing Co. at Warwick Point House over- 
looking Narragansett Bay on Aug. 4, 
about 75 employees attending. Thomas 
Ricci was elected president of the “Cheer- 
Up” Society of the plant and George 
Reuckert was one of the speakers at the 
dinner. 


were distributed. 

The Hadley Co. of this city, which 
has been granted a United States patent 
covering the sliding folding ratchet cen- 
ter for wrist-watch attachments, has 
announced the licensing of the following 
manufacturers to produce this center: 
In Providence: Speidel Corporation, L. 
& B. Jewelry Mfg. Co., Louis Stern Co., 
Walter Scott Co., Providence Stock Co., 
S. & B. Lederer Co., Kestenman Bros. 
Mfg. Co., Acme Mfg. Co. and the Levy- 
Anderson Co. In Attleboro: R. F. Sim- 
mons Co. and J. F. Sturdy’s Sons Co. In 
Newark, N. J.: Bliss-Schofield Corpo- 
ration. 
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Mr. Ricci was toastmaster and | 
prizes for winners of the sports events 


is the ONLY Jewelry publication 





a member of the A.B.C. 


guaranteeing paid circulation 
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Watcn ATTACHMENTS 














Ask Your Wholesaler for 
ESTENMADE 
WATCH STRAPS 
All styles and materials 
KESTENMAN BROS. MFG. CO. 


Providence, R. |. 




















HYMAN N. CAPLAN 


ESTABLISHED 1916 
MANUFACTURING JEWELER 


SPECIAL ORDER WORK & REPAIRING 
FRATERNAL JEWELS 
OFFICIAL BADGES 


740 Sansom St. Philadelphia 








BOWMAN 
Technical School 


Courses for Success for 
Watchmakers 
Engravers, Jewelers 
“Your Future and Our Scheel.” 

BOWMAN, Director 





Write for free book 
JOHN J. 








Bowman Blidg., Laneaster, Pa. 











Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 


BYARD F. BROGAN 








We are Authorized 
Distributors for 


TELECHRON & REVERE 
Electric Clocks 
INGERSOLL WATCHES 
(Mickey Mouse) 
WESTCLOX PRODUCTS 


JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 


We fill orders for these items in the 
rotation as received 


P Sts. 








Philadelphia College of Horology 
om SCHOOL FOR WATCHMAKERS 
EOS 


JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA. 














THIMBLES — TIE CLIPS 
IDENTIFICATION WRISTLETS 





Simons Bros. Company 














269 So. Oth St. Philadelphia 
{ { ALLOYS 
s { GOLD SOLDERS 
“o€ Ss PLATINUM SOLDERS 


Refining of 
Precious Metals 
CLINTON REFINING CO., INC. 





NEWARK, NEW JERSEY 
91-3 E. Kinney Street Market 2-5176 








ALFRED HUMBERT & SON 
DIAMONDS 
WEDDING RINGS 


Manufacturers of the Best in Wedding 
Rings fer Nearly a Century 


117 So. 10th St. Philadelphia 





PHILADELPHIA 


Max Goldstein of H. O. Hurlburt & 
Sons, 817 Chestnut St., left Aug. 18 on a 
two weeks’ cruise to the West Indies. 


Cooper’ Bros., Inc., manufacturing 
jewelers, Cooper Bldg., 711 Sansom St., 
have enlarged their factory in anticipa- 
tion of a good fall business. 

B. Nemirofsky, dealer in diamonds, 129 
S. 8th St. sailed Aug. 8 on the Ile de 
France to visit the diamond markets in 
Antwerp. 

Daub Bros., Inc., manufacturing jewel- 
ers, 126 S. 8th St. will open a retail 
jewelry store at 5706 N. Sth St. about 
Sept. 15. 

W. Merritt Hurlburt, 
O. Hurlburt & Sons, 817 Chestnut St., has 
returned home after a sojourn in Canada 
and Cuba. 


John D. Enright, well-known retail 
jeweler, has leased the store property at 
the southeast corner of 13th and Sansom 
where he will open an attractive 
jewelry store on Sept. 12. 

Morris Scheftman, manufacturing 
jeweler, formerly located at 740 Sansom 
St., is now in his new quarters on the 
second floor of the Bechtel Bldg., 729 
Sansom St. 


John F. Glueck, for the past 23 years 
associated with T. B. Hagstoz & Son, 709 
Sansom St., joined the ranks of the bene- 
dicts on July 14 when he married Miss 
Wilhelmina M. Herrmann of Philadel- 
phia. 

William Brandeis, for many _ years 
foreman of the shop of J. E. Caldwell & 
Co., died recently while on a fishing trip 
in Egg Harbor Bay. Mr. Brandeis was 
in the company of John Lehneis, a jeweler 
of Egg Harbor City, N. J., at the time of 
his demise. 


William S. Waples of Williams & 
Waples, 727 Sansom St., will entrain 
Sept. 5 for Chicago to visit the Century 
of Progress Fair. Mr. Waples will also 
visit the Elgin factory and renew ac- 
quaintanceship with his) many Chicago 
friends. 


Joseph Spiegelman, dealer in diamonds, 
722 Sansom St., 
Aug. 6, following a severe heart attack. 
Mr. Spiegelman had been identified with 
the jewelry business for over 33 years. 
He was a Mason and also a member of 
both the Brith Sholon and Brith Achin. 
Funeral services took place Aug. 8 from 
his late residence in the Windemere Apts., 
48th and Walnut Sts., and the interment 
was made in Ha-Nebo Cemetery. He is 
survived by his wife and daughter. 


William L. Gsand, who conducted a 
jewelry store at 45 S. 8th St., named his 
wife executrix and sole heir to his estate 
of $6,000. Mr. Gsand died at his home, 
5029 N. 12th St., July 27, from heart 
disease, after narrowly escaping being 
struck by an automobile at Broad and 
Rockland Sts. The physical strain caused 
a clot of blood to choke a heart artery. 
He is survived by his widow, a daughter, 
Mrs. Helen Watson, and two sons, Carl 
and William, Jr. 
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president of H. | 
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died in Atlantic City, | 








MINIATURE 
DISPLAY EASELS 


f\ A 


No. 1 Midget, 18 gauge, tinned finish 














wire, 11/16” x 1%” No, 2 medium, 
16 gauge, 1 11/16” x 1%”, adjustable 
by bending front for merchandise, 


back for cards, etc., $3 gross, all one 
size or any assortment; returnable if 
unsatisfactory after inspection, 


GEORGE H. AILES & SON 
Keiths Theatre Bldg., Philadelphia 








CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


F.X. ZIRNKILTON #iitabeteat 


eee 








MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & Grppons, INC. 
117 So. 10TH St. PHILADELPHIA 








C Ones, 


MANUFACTURING JEWELERS 
SINCE 1907 
SPECIAL ORDER WORK—REPAIRING 
711 SANSOM ST. PHILADELPHIA 

















COMPLETE ASSORTMENT OF 
MOUNTINGS 


IN GOLD AND PLATINUM 
TO FILL — Seereie: 


Importer of 
DIAMONDS, 
PRECIOUS 

AND 
IMITATION 
STONES 


735 WALNUT ST.. PHILADELPHIA 








OLD GOLD, SILVER, 
PLATINUM BOUGHT 


FILINGS—SWEEPS— 
GOLD FILLED SCRAP 


Jewelers’ Shipments from all parts of the 
U. S. prove our checks satisfy 


Your lot is accurately valued, reported 
same day as received and held intact 
awalting your OK. 


EMPIRE SMELTING & REFINING CO. 
Metallurgical Chemists 
713 Sansom Street, Phila., Pa. 
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PITTSBURGH 


C. Glenn Sipe of the house of Sam F. 
Sipe is on a short vacation with his 
family. 

Bert Biggard and Carl Levine of Big- 
gard & Company, Clark Building, are 
calling upon the trade through Ohio, 
West Virginia and Maryland. 

Crane’s Credit Jewelers and Opticians 
is the name of a new retail store in 
the Roosevelt Hotel building, Sixth St. 
Ted Abrams, formerly of the Henry Wil- 
kens Co., Liberty St., is manager. 

Thieves broke a display window for 
the fourth time within a year, on Aug. 1, 
in the Mur Jewelry Co. store, 810 Wood 
St, Wilkinsburg, and escaped with 25 
watches valued at $300. Mr. Mur says 
he is insured. 

A thief threw a padded brick through 
the display window of Frank W. 
Berkeley, Eighth Ave., Homestead, re- 
cently and took a quantity of watches and 
fountain pens, at the same time over- 
looking valuable diamonds. 

Mrs. Louisa Warner Snyder, wife of 
C. E. Snyder, Lawrenceville jeweler, and 
mother of Dr. Edward B. Snyder, presi- 
dent of the Pittsburgh Association of 
Optometrists, died Aug. 15 at her home, 
Schenley Farms Terrace. She was a past 
worthy matron of Alpha Chapter No. 93, 
Order of Eastern Star. 

David Weiss, member of the firm of 
Grafner Bros., has been calling upon the 
trade in western Pennsylvania. Emanuel 
Grafner says that the trade feels more 
optimistic, that the local steel strikes 
have all been discounted and that it will 
not be long until labor matters are satis- 
factorily adjusted. 

C. & E. Marshall Co., Chicago, has 
opened a branch office, known as No. 15, 
in the Clark Building, specializing in 
watchmakers’ and jewelers’ supplies. 
Harry R. Egerter, formerly of the Chi- 
cago office, is manager. This company 
recently purchased the bankrupt stock of 
Heeren Bros. Co. watch materials and 
hardware, from Cohen & Weisenthal. 


Cohen & Weisenthal, Steubenville, 
Ohio, who recently purchased the bank- 
rupt stock of Heeren Bros. Co., Penn Ave. 
and Eighth St., have taken an 18 months’ 
lease on the first floor of the Heeren 
Building, where they are conducting a 
sale. J. E. Cohen, who for 20 years was 
a retail jeweler at Steubenville, says that 
the company will specialize in buying up 
bankrupt stocks and distressed mer- 
chandise. 


Joseph Menner, Sr., secretary of the 
Samuel Weinhaus Co., was a member of 
the Pittsburgh Chamber of Commerce 
Goodwill Trade Tour that recently called 
upon a number of merchants in towns 
and cities throughout northern Pennsyl- 
vania. The party traveled in chartered 
motor buses. Harry H. Silverman, vice- 
president of the Weinhaus company, and 
family, have returned from a visit to the 
World’s Fair where they spent a vaca- 
tion. The officers and employees of the 
company recently presented a traveling 
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bag to H. F. Segelhorst, member of the 
firm, upon the occasion of his 50th birth- 
day, recently. The presentation was made 
by Joseph Meaner, Sr., secretary. Joseph 
Menner and Henry Brooks of the com- 
pany are calling on the trade in western 
Pennsylvania, eastern Ohio, West Vir- 
ginia and parts of. Maryland. 


Seven salesmen for the M. Bonn Co. 
started out on the road last month with 
a popular priced line of holiday goods. 
According to M. Bonn, secretary-treas- 
urer of the company, the chrome and 
antimony novelty lines, such as dishes 
and sugar and cream sets, are moving 
well; also earrings and bracelets. This 
firm covers Ohio, Indiana, Illinois, Mich- 
igan, Missouri, West Virginia, New York 
and Pennsylvania. Herman Cerf is 
president. 


The Hardy & Hayes Co. made good 
use of the wide publicity given to Presi- 
dent Roosevelt’s nationalized silver pro- 
gram through a series of well-timed news- 
paper advertisements to the effect that 
“Now is the Time to Buy Silver.” The 
advertisements were placed on the society 
pages of the Pittsburgh newspapers. The 
demand for silverware has increased per- 
ceptibly at the Hardy & Hayes Co. which 
is one of Pittsburgh’s outstanding retail 
jewelry stores. 


R. H. Coleman, trustee in bankruptcy 
for Heeren Bros. Company, has informed 
THE JEWELERS’ CIRCULAR that the third 
floor factory and badge department equip- 
ment of the business has been sold for 
$2,800, the buyer acting in behalf of 
Walter F. Heeren, former president, and 
a group of former employees who plan 
to continue the manufacturing end of the 
business, in the old quarters if a suitable 
lease can be arranged. All of the per- 
sonal property of the company was sold 
at public auction June 21 to Cohen & 
Weisenthal of Steubenville, O., for $44,- 
300, who are conducting a widely-publi- 
cized bankrupt sale at the present time. 
The accounts receivable are the only assets 
not disposed of according to Mr. Coleman. 
Mr. Coleman further advises that the City 
of Philadelphia, trustee for the Stephen 
Girard estate, has been given permission 
to foreclose on the $120,000 first mortgage. 
The second mortgage, of approximately 
$200,000, largely held by members of the 
Heeren family, will come in as a general 
claim. A first dividend of 6 per cent has 
been paid. 


Three unmasked men, speeding into 
the business section of Washington, Pa., 
on the night of July 23 while home-bound 
theater-goers crowded the streets, broke 
a large display window in the S. A. 
Meyer Co. jewelry store, 64 West Chest- 
nut St., and scooped up diamond rings 
valued at $5,000. The thieves have not 
been apprehended. According to aston- 
ished onlookers, the trio drove up to the 
store in a small coupe and while one sat 
at the wheel of the automobile his com- 
panions ran to the vestibule of the store. 
A hammer blow shattered the plate glass 
window and then both gathered up 10 
valuable diamond rings, six wedding 
ring sets of diamond rings and wedding 
rings, and four single wedding rings. In 
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their haste the robbers failed to take 
many other valuable pieces of jewelry in 
the window. A woman pedestrian was 
able to give police a good description of 
one of the bandits but in the excitement 
no one obtained the license number of the 
car. State police were notified and a 
description of the car was broadcast over 
the state teletype system. The loss was 
said to be fully covered by insurance. 
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A New Jewelry Item That Will 
Increase Your Holiday Sales! 


KANTSLIP 
Lingerie Sup- 
port shown 
here will 
hold up 
women’s 
shoulder 
straps neatly, 
securely, com- 
fortably, ata 
cost every 
woman can 
afford. This 
gold - plated 
item sells for 
50c and 





inexpensive tuckin for gift packages. 
YOUR PROFIT IS SUBSTANTIAL! 


Order early to insure poumes shipment. Prices and 
information on request. Samples 25 and 50c ea. 


PATENTCRAFT CORPORATION 
225 Point Bldg. Pittsburgh, Pa. 








ATTENTION PAWNBROKERS 


We pay highest CASH Prices for your 


UNREDEEMED WATCHES 


Write us before selling 


PAUL ROSENBERG 


5 South Wabash Avenue, Chicago 


UNREDEEMED 


ELGIN and 
WALTHAM 


WATCHES 


Open Face 
7 Jewel, 16 Size 


$4.00 


(With new White 
Fancy Engraved 
Case.) 


Same in 15-Jewel 
$5.00 











Same in 17-Jewel 
$6.00 


Same in 12 size, POO ince nk 4.00 
with a_ beautiful \ 15-Jewel ....... 5.00 
Fancy Silver Dial 17-Jewel ....000 6.00 


Also fine unredeemed Railroad 
Watches similarly priced. 


25% with order, balance C. O. D. 
Write for our New 1934 Circular 


PAUL ROSENBERG 


Suecessor to Lew & Rosenberg 
5 South Wabash Avenue, Chicago 
er ee eee 
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SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 








THe BaLL COMPANY 
WHOLESALE JEWELERS 
58 E. WASHINGTON ST. 
CHICAGO 











CHICAGO 


Jewelry News Flashes from the Great Central West 


Harry Goldstein, of the 
Watch Distributors, New York and 
Rochester, was a recent visitor in Chicago. 

Phillip O. Hoffer, Fayetteville, N. C., 
was among the retail jewelers visiting 
the wholesalers and making purchases 
for the Fall season. 

J. S. Bickert, sales manager for the 
I. Ollendorff Co., Pittsburgh, Pa., visited 
the watch trade in Chicago during Au- 
gust. 

J. T. Montgomery, of M. A. Mead & 
Co., spent most of August on a business 
trip to New York and other cities of the 
East. 

J. H. Mednikow, well-known whole- 
saler of Memphis, Tenn., spent some time 
in Chicago during August and called on 
his many friends in the trade here. 

W. C. Penfold, well known manufac- 
turers’ representative, now _ represents 
Doyle & Co., Attleboro, Mass., in Chicago 
and the Middle-West territory. 

George Boergerhoff, who until recently 
represented the Irons & Russel Co. in this 
territory, now represents Ingersoll-Water- 
bury Co. out of the Chicago office. 


H. A. L. Eyster, Seattle, Wash., visited 


American | 


in Chicago during August visiting the 
Fair and calling on friends in the trade 
here. 
O. J. Poupeny, of the American Rail- 
way Time Service, Bauman-Massa Co,, 
(Turn to page 139) 





WHEN You THINK OF 


FINDINGS 


THINK OF 


FULLER 


ORDER FROM YOUR JOBBER 


£7, 











J. A. Conn Co. 
NATIONALLY KNOWN 
AUCTIONEERS 
Write—Wire—Phone. We will call on you 


at our expense. Phone: Westlake 274 J1. 
P. O. Box 268, Cleveland, Ohio. 








BEFORE YOU PURCHASE 
YOUR NEXT 
FIRE INSURANCE POLICY— 





A. C. BECKEN Co. 


Wholesale Jewelers 
P.O. Box 1 


Send for complete information 
on fire and windstorm insurance 
in the Jeweler's Own Company— 


members of the trade in Chicago re- 
cently as he returned home from a busi- 
ness trip to Providence and New York. 





29 E. Madison St., Chicago 








FREE, This Jewelry Repair 


RECORD BOOK 


Send us your next package of jewelry 
repairs and we will send you ENTIRELY 
FREE a brand new carefully system- 
atized Record Book for jewelry repairs. 
A great convenience. . . invaluable aid 
to accurate service to your customers. 
500 entries. We have been in business 
since 1879 and will serve you well. 


GRAFFE & STANEK 
29 E. Madison St., CHICAGO, ILL. 











OUR = goers NO peas THAN fa i 


DINARY WORK 
BEOKER-HECKMAN © 


28 E. Madison St. ouveace. iLL. 











Complete Line of 
GENUINE BOHEMIAN 


GARNET JEWELRY 


HENRY KLAAS Co. 
58 E. Washington St. Chicago 

















' Los Angeles, Calif., 


Charles Hartshorn, representative for 
Chas. Keller & Co. for many years, now 
represents Fisher & Co. and the Hassle- 
brang Co. in the middle west. 

Ben. Z. Ginsburg, wholésale jeweler 
in the Heyworth Building, has acquired 
the Savoy Watch Co. line and will repre- 
sent that house in Chicago and the Mid- 
dle West. 


R. G. Slagle, president of the Houston 
Watch Co., Houston, Tex., spent several 
days in Chicago last month calling on 
the wholesale trade and visiting the Fair. 
He was accompanied by his son. 


Fred W. Rehder, 1515 W. 79th St., ac- 
companied by his family, vacationed dur- 
ing August by driving through Wisconsin 
and Minnesota, spending much of the 
time at Red Wing, Minn. 

‘Francis Spears, associated with the 
jewelry findings and wholesale business 
here for several years, is now associated 
with F. H. Noble & Co. in the office of 
the factory. 

M. Flatau, of Los Angeles, visited his 
son James G. Flatau, well known -manu- 
facturers’ representative here, during Au- 
gust. Mr. Flatau carries his more than 
80 years like a youngster. 

Howard Schaeffer, vice-president in 
charge of sales, Elgin National Watch 
Co., left Chicago early in August for an 
extended business trip to cities of the 
Pacific Coast. 


A. H. Sonnedecker, retail jewelers of 
spent several days 


138 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


Neenah, Wisconsin 











“NECK LACE 


PEARLS 
FOR 


ADDITIONS 





Small , 
imstnniteand’ » 
Continuous Large Profits 


JUERGENS & ANDERSEN CO. 


55 E. Washington Street e 





Chicago, Ill. 
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Chicago Notes 
(From page 138) 


St. Louis, Mo., spent several days here 
early in August on business and visiting 
tends. 

Carl Loeb, for many years associated 
with I. Schwartz, Inc., has again joined 
the organization and made his first trip 
through Wisconsin in August. He leaves 
for his regular southern territory early 
in September. 

In connection with a summer-time mer- 
chandise plan by Frank A. Leber, 3817 
W. 26th St., a prize was offered to the 
one who would write the words, “Leber 
Jeweler” the greatest number of times 
on a post card. The prize was won by 
Miss Emma Cevelova, who write the 
words legibly 2362 times. 

The Stein & Ellbogen Co. has recently 
added two men to its traveling staff. 
Ed. Gallager, who has traveled Indiana, 
Ohio and Illinois for many years, will 
represent the concern in that territory, 
and Ross Quaintance, Dallas, Tex., will 
represent the watch department in the 
Southern States. 

The Manheimer Watch Co. has re- 
cently added two salesmen to its organi- 
zation.. George Wiedbush, with the com- 
pany many years ago and more recently 
with the Gruen company, will call on the 
trade in Chicago, and Martin G. Mark, 
recently with the Bulova Watch Co., will 
travel in Illinois, Indiana and Michigan. 

Announcement was made here that 
Marjorie Allen Wilson, daughter of B. 
C. Allen, of Benj. Allen & Co., who ac- 
companied Mr. and Mrs. Allen to Eng- 
land several weeks ago, was married on 
Aug. 4, in London, to Flight Lieutenant 
Hugh M. Groves of the royal air force. 
Mr. Allen’s other daughter, Mildred, is 
married to Major Oliver C. Bryson of 
the royal air force. Both daughters will 
reside in England. 
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Where to Buy 
DOMESTIC 
China and Glass 











LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 


So 


LENOX 
LENOX, INC. 




















¥ Where to Buy 
IMPORTED 
China and Glass 





Spode China 
Since 1770 
Dinnerware, Teaware, and 
Short Lines, carried in New 
York City for immediate 
shipment 
Corerand & Tompson, INc. 


206 Fifth Avenue 
New York, N. Y 
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Kosi Appiah, one of the Ashanti danc- | 


ers and drummers from the Gold Coast 
of Africa, who have been appearing in 
ceremonial dances in the corral of the 
Diamond Mine Exhibits, Inc., at the Cen- 
tury of Progress, died on Aug. 14 and 
was buried here by his companions. Some 
of his hair, parings from his nails and 
part of his burial robe were sent to 
Africa for a native burial as they believe 
that only in this manner will his spirit 
be at home and abide with his own 
people. 

As another milestone of an outstand- 
ing career of 65 years of service to the 
jewelry trade, Swartchild & Co., dealers 
in watchmakers’ and jewelers’ supplies, 
with headquarters in Chicago and 
branches in New York City and Dallas, 
have opened a complete stock and sales 
branch in Atlanta, Ga. The new branch 
occupies spacious quarters in the well 
known Volunteer Life Building and car- 
ries a complete line of supplies. In ad- 
dition to duplicating the company’s Chi- 
cago stocks, the Atlanta organization is 
patterned after that of the main office. 
Each department is supervised by trained 
experts. The company was established 
in 1870. 

Chicago was the Mecca for retail jewel- 
ers from every section of the country 
during the early part of August. Many 
features combined to attract them. The 
Century of Progress, Eastern Manufac- 
turers and Importers Exhibit at the Pal- 
mer House, the Chicago Gift Show at 
the Merchandise Mart and the mid-sum- 
mer convention of the Interstate Mer- 
chants Council at Hotel Sherman ll 
conspired to bring them here. Exhibitors 
at the gift shows reported increased at- 
tendance and sales in excess of the pre- 
vious shows recently. Wholesale jewelers 
received their share of visitors and pur- 
chases indicate a most optimistic outlook 
for business this Fall. Encouraging re- 
ports were brought from every section. 


Chicago China and Glass Show 
Reports Consistent Buying 


Cuicaco—Closing with a banner sec- 
ond week in which buyers fairly over- 
ran the place, the Glassware, China and 
Pottery Market at The Merchandise 
Mart, Chicago, ended with satisfied 
smiles on the faces of the exhibitors. 
Figures on attendance show that the 
market of 1934 drew 2714 buyers, 28 
per cent more than that of 1933. Figures 
on volume of business are not available, 
but leading houses exhibiting declare 
that it, too, was considerably more than 
last year. 





As in the case of the Chicago Gift Show . 


which ran concurrently from July 30 to 
Aug. 11, the Glassware, China and Pot- 
tery industry reports consistent rather 
than heavy buying, and a general de- 
mand for better quality merchandise. 
Substantial orders were reported from 
buyers coming from districts that have 
been severely stricken by the drought, 
showing a fine hope in better times on 
the part of stores in those areas. New 
items in both giftware and in china, 
pottery and glass were asked for con- 
stantly and had a ready acceptance. 
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Where to Buy 
IMPORTED 
China and Glass 











THEODORE HAVILAND 


FINE FRENCH CHINA 
BOOTHS, LTD. 

JOHN MADDOCK & SONS 
English Earthenware 
PEARLERAPY POTTERY 

All in New York Stock 
THEODORE HAVILAND & ne Ine. 
26 W. 23rd St. New York 











ROYAL BEYREUTH CHINA 
MYOTT SON & CO. 
L. BERNARDAUD & CO. 


Orders fillea immediately from 
New York stock 


JUSTIN THARAUD, INC. 
129-131 Fifth Ave., New York, N. Y. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 











160 Fifth Avenue, New York City 








ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 


The original production 
WH. 8S. PITCAIRN CORPORATION 
104 Fifth Ave. New York, N. Y. 


Frown eX CHINA 


Fomeus >a ® orld Uver 


New York Stoeks 


ROSENTHAL CHINA t CORP. 149 Sth Ave., New York 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


In stock for immediate delivery. Great 
variety of patterns and —- 
Wire your urgent ers. 


PAULA. STRAUB & CO., Importers 
105-107 Fifth Ave. New York 














ROYAL CAULDON and COALPORT 


China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOTE iw ¥% 


23rd. 8T., 
NEW YORK, W. Y. 
SHORT LINES—SERVICE PLATES 
Dinnerware from the 
leinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 22rd St. New York, N. Y. 


FINEST CRYSTAL 
STEMWARE 


From Sweden and Finland 
AT POPULAR PRICES 


Stock and Import 


J. H. VENON, og 104 FIFTH AVE. 


NEW YORK 


























& SILVER 
Qoughe 


AND OUR ALLOWANCE 
IS ALWAYS BASED 
ON THE MARKET 


which may change often. 


6%¢ 


a dwt. per karat is now in effect. 
Ship today and get a check by 
return mail. 


WE WILL SEND 
A DETAILED OLD GOLD 
_PRICE CHART—GRATIS 


You will find this a real help in 
valuing your old gold. It is yours 
for the asking. The same applies 


to the SIGN 
"WE BUY OLD GOLD & SILVER" 








SHIP DIRECT 
We do not employ traveling 
gold buyers 














THOMAS J. 


DEE&C 


Precious Metals 


55 E. WASHINGTON ST. 
4, CHICAGO - - ILLINOIS 





















PLATINUM 


AND 


IRIDIUM-PLATINUM 


IN ALL FORMS TO SUIT 
JEWELERS’ REQUIREMENTS 


ALSO 
Hard Platinum, Palladium 


and 


Special Alloys for all purposes 


Platinum Wedding Rings 
JOHNSON, MATTHEY 


and Company, Inc. 
15 West 47th Street, New York City 


Telephone Bry 9-4645 


We guarantee the purity of all our metals and our customers can 
safely rely on our products being exactly as represented. 
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or any material in which these 
metals are contained, with an 
honest return as promptly as 
accurate determinations permit. 


REFINING OF SWEEPINGS OUR SPECIALTY 


T. B. HAGSTOZ & SON 


(Arthur T. Hagstoz) 
REFINERS AND ASSAYERS 
36 Years of Refining Service 


709 SANSOM STREET - PHILADELPHIA, PA. 
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HOROLOGICAL 
QUESTIONNAIRE 


By 
LESTER B. PRATT 
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(Continued from the August issue) 


HAT kind of belting is most suitable to use for 
our idler pulley stand? 


Answer—Many workmen attempt to use too heavy a 
belt with traverse grinders, pivot polishers, etc. The 
proper kind of a belt to use with such an idler as we have 
completed is a round, rawhide twist, one-sixteenth of an 
inch in diameter. We may also use a three-eighths belt, 
but the small one will give much better results, as the 
vibration is greatly reduced with the smaller size belt. 
Another point we must bear in mind in such cases is this: 
Do not try to work with a very tight belt, as this always 
produces more or less vibration. The belt tension should 
be just barely sufficient to drive the grinding wheel. A 
hard-rubber pulley on the traverse spindle will always 
carry a belt much better than any other material, and a 
large pulley will always answer the purpose much better 
than a small one. 

In using an idler of this type, we must be sure to 
keep the pulleys well oiled when in use, as they are 
usually run at high speed and the oil is thrown off easily. 
A heavy oil will answer much better in this case than 
a light oil. 

How shall we proceed to grind some 60-deg. male 
tapers with the aid of our idler pulley stand? 


Answer—We will assume that we have made up. 


various sizes of tapers. A good assortment of such tapers 
will be 14-in., 36-in., 14-in., and about three of 3/16 in. 
each. This will give us an assortment that will be useful 
in all classes of work, and hard tapers which have been 
ground true and smooth will last indefinitely. 

Our first step will be to make sure that our taper chuck 
is perfectly true and that the hole is clean and free from 
all dirt, lint, etc. Then we may insert the largest taper 
we wish to grind in the paper chuck and place the traverse 
grinder in position in the slide rest. Then we set the 
upper slide at 30 deg., which will give us the required 
60-deg. angle. Next we place the idler pulley stand in 
position and have the rod telescoped into the tube 
as far as possible. It is not advisable to raise the idler 
pulleys any higher than necessary, as the higher the idler 
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pulleys are the greater will be the vibration, which we 
wish to avoid as much as possible. The telescoping of the 
two parts furnishes a ready means of adjusting the belt 
to the proper tension, but we do not raise the pulleys to 
the limit, except in special cases, where we wish to observe 
certain kinds of work to better advantage. 

The rod should always be set parallel with the lathe 
bed, regardless of the angle at which the traverse spindle 
is set. Then we adjust the belt at the proper tension and 
we are ready to grind the tapers. 

The actual grinding is a very simple operation once 
the attachment is in the proper position. We usually run 
the lathe head at a low speed and the traverse spindle at 
a high speed. We must not attempt to take too heavy 
cuts. The best result and smoothest finish is obtained by 
taking several light cuts rather than a few heavy cuts. 
After the stock is ground down so that clean steel shows 
all over the surface, then we run over the work with the 
grinding wheel several times without any further feeding 
in. This method will produce the very best results. All 
of the tapers may be ground in this manner and the sur- 
face will be very smooth with fine, true points on each 
taper. 


HAT is the most suitable type of wheel and pinion 
cutting attachment which we may use? 


Answer—There are many excellent wheel and pinion 
cutting attachments on the market; most of them possess 
many good points, but we find that the most suitable type 
for our work is a wheel and pinion cutting attachment 
which is made with a live hollow spindle, or, in other 
words, it is the same as our lathe head, and will take all 
chucks that fit the lathe head spindle. 


HAT are the advantages of a wheel and pinion 
cutting attachment having a live hollow spindle, over 
the attachments containing a solid spindle? 


Answer—We have at various times, in the course of 
this serial, described the making of fly cutters, using a 
small taper mill to produce the clearance angles. We 
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“THE PATHWAY TO SUCCESS” 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 

SCHOOL OF HOROLOGY 
Peoria, Ill. 





Dept. C 


Do you buy, sell or use gems 


and gem materials? 
Kraus and Holden’s 


Second Edition 


Gems and Gem Materials 


By Epwarp HENRY Krauts, Professor of Crystallography and 
Mineralogy and Director of the Mineralogical Laboratory, 
University of Michigan, and Epwarp F. HOoLpEN, Late 
Instructor of Mineralogy, University of Michigan. 
260 pages, 6 x 9, 325 illustrations, $3.00. 


The first part of the book discusses those properties which 
are necessary for an appreciative understanding of gems such 
as crystal forms, physical, optical and chemical properties, 
formation, occurrence, cutting, polishing and naming of gems. 

The second part of the book contains reference tables of 
the various characteristics of gems and gem materials, con- 
veniently classified, handy for ready reference. 


Five Features of the New Gem Book 

1. Valuable statistics on production and occurrence. 

2. Full discussion of cutting and polishing of gems. : : 

3. Full treatment of manufactured stones, including detailed discus- 
sions of artificial. rubies and sapphires, glass imitations, bake- 
lite, etc. 

4. Numerous tables of gems arranged according to various prop- 
erties. 

5. Summary Table for ready reference. 

Order your copy today from 


Jewelers Publishing Corporation 








239 W. 39th St., New York City 











DON’T BREATHE POLISHING DUST 
LEIMAN BROS. PATENTED 
NEW MODEL 
POLISHING 
DUST COLLECTOR 


LOW IN COST 
EFFICIENT 
POWERFUL 
NOISELESS 


LEIMAN BROS., INC., 
152 CHRISTIE ST., 
NEWARK, N. J. 


LEIMAN BROS. NEW YORK CORP. 
23 WALKER ST. 
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REEVE & MITCHELL CO. 


SINCE 1898 


NON-TARNISHING 


Sand ROLLS 


Philadelphia, Pa. 


FLANNEL BAG 


L110 Sansom Street 








“Sandsteel” and “Inspector Quality” Mainsprings 
The Purple Ribbons of Steel, at work in a million watches. 
A Sure Cure for ‘“‘Poor Motion’”’ 


Reliable Power Springs for all kinds of watches. 
Patented. Made in U.S.A. by 


SANDVIK WATCH SPRING CO., INC. 
145 Hudson St. New York, N. Y. 























R ® 
Heke’. Phoenix ° Torches 


afford convenient one-hand flame conr- 
trol. You can have a sharp needle-shaped flame, 
hot enough to weld platinum, or instantly change 
to a big soft brush for annealing, tempering, 
soldering, etc. 

Ask for circular 733 


Hoke, Inc., 122;Fifth Ave., New York City Ft 
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have also described special attachments for operating such 
taper mills in connection with the slide rest. Quite often 
it is a decided advantage, when making fly cutters, if 
we can use a taper mill which is made from very small 
stock; for instance, stock which is .092 in diameter. Obvi- 
ously, in such cases, it would be a decided advantage if 
we could hold such small taper mills in a wire chuck in 
the same manner as we would hold it in the lathe spindle. 
This and many other advantages are obtained in the spe- 
cial wheel and pinion cutting attachment, which we shall 
describe. ‘The writer made this attachment and many 
years of use have proven its value. With the exception 
of heavy machine work on the frame of the attachment 
and some thread cutting, all of the work was done on a 
regular watchmaker’s lathe. The spindle and bearings 
are hardened, tempered, ground and lapped, and it is 
very accurate in every detail. 

The experience gained in making an attachment of this 
type will prove invaluable to the student, as accurate 
fitting and careful attention to all details are required in 
such attachments. 

(To be continued ) 





Clock Spring Breaks in Many Pieces 


AY unusual photograph of a broken clock spring was 
recently sent to THe JEWELERS’ CIRCULAR by 
D. E. Diddle, Jr., who is at present in charge of the fine 
instrument department of a rayon mill, where he has 
charge of the maintenance of clock movements. 

This spring, which is photographed herewith, shows 
an unusual condition. In speaking of it, Mr. Diddle, 





Broken Clock Spring 


who has been connected with the jewelry trade in John- 
son City, Tenn., for over 15 years, says: 

“T can never recall having found a spring from a clock 
that was broken in more than a few pieces. Occasionally 
I find a watch spring in 12 or 15 pieces, not in even 
length. In the spring shown in the photo, the precision 
in length of the pieces, 25 in number, and the way they 
seemed to be placed, was so unusual that I had a photo 
made, on the chance it would interest my former brothers 
in the horological trade. It is so unusual and interesting 
that I pass it on to THE JEWELERS’ CIRCULAR.” 
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Fashion Dictates More Jewelry for Fall 
(From page 35) 
of rust, wine and blue. Red brown, suggesting a dark 
brick shade with coppery casts, will also be used. 

The brooches at the top of the illustration at the right 
on page 35 and the two bracelets just above the bottom 
one are shown through the courtesy of Oscar Heyman & 
Bros., New York. The closed lorgnette and the identi- 
fication ring, on which a patent is pending, are from the 
Standard Jewelry Corp., New York; the new corsage pin 
from Udall & Ballou, New York. The three clips in the 
center of the illustration and the bracelet at the bottom 
are the designs of C. A. Jakobb, New York, and the three 
dainty wrist watches are shown in order from top to 
bottom through the courtesy of Norman M. Morris, New 
York; Paul Vallette Watch Co., Inc., of America, New 
York, and the A. Wittnauer Co. The illustration on 
page 34 is shown through the courtesy of the Bergdorf 
Goodman Co., New York. 





Why the Diamond Trade is On a Sounder Basis 
(From page 75) 

ference producers were naturally alarmed at the effect that 

the liquidation of these purchases was likely to have on the 

volume of their sales. 

How necessary it was from the point of view of this Com- 
pany that the market should be protected you will appreciate 
when I say that the Namaqualand diamonds were of a type 
which brought them into direct competition with the De Beers 
production, so much so that your directors from the outset were 
most anxious for your Company to acquire an interest in those 
diamonds and thus exercise some control over their disposal. 


The Diamond Corporation 


The very same facts which on the one hand made your 
directors particularly axious to secure for De Beers the pre- 
dominant voice in deciding marketing policy meant that the 
members of the Syndicate on the other hand had unprecedented 
sums invested in diamonds and were, therefore, not averse to 
finding new partners. Negotiations between the two parties 
were therefore opened, and as a result the Diamond Corpora- 
tion, Limited, was formed with a capital of £5,000,000 to take 
over the business of the Syndicate. This capital was subscribed 
half by the Producers and half by the Syndicate, and the 
Syndicate took payment for its stock of Conference Producer 
diamonds in debentures of the new Corporation. The Articles 
of Association of the Diamond Corporation provide that your 
Company shall have the right to appoint half the board, 
including the chairman. In this way the Producers were able 
to direct the general sales policy of the industry, while at the 
same time retaining the skill and connections that the Syndicate 
had acquired through their long experience of the business. 

Even if it is contended that the acquisition of its interest 
in the Diamond Corporation was a sacrifice on the part of 
De Beers, it was a necessary sacrifice, and in accordance with 
the policy on which the Company’s past prosperity was based. 

As a matter of fact, however, the Board is satisfied that 


_ when conditions return to normal it will be shown that your 
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Company, far from having suffered through its interest in the 
Diamond Corporation, has made a profitable investment. Be 
that as it may, everyone knows that serious ills call for drastic 
remedies, and I submit that no reasonable person can possibly 
suggest that the depression through which we are passing is 
other than a very severe economic malady. The remedy we 
have applied is one that best enabled us to keep the Company 
on a sound financial basis and to prevent the diamond trade 
from complete collapse. I would add that had the Diamond 
Corporation not been formed and on the lines that it was 
there could have been no question of the new selling arrange~ 
ments being concluded. My colleagues and I are thoroughly- 
convinced that these agreements are very beneficial to the: 
diamond trade and all the parties interested in it, and we: 
claim, therefore, that the formation of the Diamond Corpora~ 
tion has already justified itself. 
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A GODSEND TO THE REPAIR MAN 
Hoke-Phoenix White Finish is easily applied and 
makes your white gold or platinum jobs most beauti- 
ful—and it stays beautiful till friction wears it off. 
Your gilding outfit does the work——or 3 ordinary 
35¢ dry cells will do smali jobs perfectly. 
Ask for Circular JC, or send $4 for a trial quart, 
enough for a thousand small articles, and see what 
a joy it really is. 
Jewelers Technical Advice Co. 
Sam W. Hoke, Mgr.—C. M. Hoke, Chemist 
(Same old address) 22 Albany Street, N. Y. C. 
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W-J CRYSTAL SEAL 


A crystal cement that will hold glass or unbreakable 
crystals. Superior to any other crystal cement on the 
market. 


Waterproof—Transparent—and no more crystal trouble, 
Dries quick and stays put, crystals won’t come out. 


SOLD ONLY ON A MONEY BACK GUARANTEE. Will 
be sent on a three day trial—or a large bottle will be sent 
postpaid for 50¢--or order from your jobber but insist 
on W-J Crystal Seal. ORDER A BOTTLE TO-DAY. 


ADDRESS 


W-J CRYSTAL SEAL 


SHARON, PENNA. 














From the crude oil from our 
own porpoise fisheries, 
through every refining proc- 
ess, we exercise experienced 
control. Thus, the absolute 
dependability of Nye’s 
Watch and Clock Oil is as- 
sured. 























Jar-less comfort — memory- 
lingering meals—cordiality 
born of the desire, not the 
Hl necessity, to serve — you nat- 
vrally expect... But the 
host of unusual little luxuries 
{| 1! and personal services through 
11 | which the Benjamin Franklin 
[| recognizes, and treats, each 
guest as a definite individual 
| — plus a new and livelier 
| | tempo—make thisa really dif- 
| || ferent hotel...We are happy, 
too, to gratify the modern 
| idea of reasonable prices. 
TEL 
1200 Outside 
Rooms 


1200 Modern 















































Single Rooms 
from $350 


Double Rooms 


from $500 





























CHESTNUT AND NINTH STREETS, PHILADELPHIA 
E. LESLIE SEFTON, Managing Director 


THE LARGEST UNIT IN THE UNITED HOTELS CHAIN 
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Watching Small Sales Develops 
Big Ones 


(From page 113) 


the house policy—the appeal to the younger generation. 
The house is truly fifty years young. Its senior partners 
have the same youthful outlook as the juniors and the 
young salesmen who work alongside the veterans. The 
tastes of the decades have always been studied since the 
house was founded. Its founder, F. William Barthman, 
after the business was well established insisted that his 
sons should accept the responsibility for everything that 
appealed to their generation. The same policy has been 
applied to his sons’ sons. The junior partners, as they 
are now, are expected to scout in the realm of new ideas. 
They are required to study the trends of fashion, not 
only in jewelry, but in dress, modes and manners, and 
also in decoration and display. When the store was 
altered several years ago at a cost of $50,000 the senior 
partners stepped back and placed the entire charge of the 
design upon the juniors. The house is a combination of 
conservatism and the latest manifestations of progressive 
ideas. 

This policy is exemplified in the arrangement of the 
show windows. The corner window at Maiden Lane is 
given to very costly merchandise, such as appeals to per- 
sons of considerable wealth. It is displayed without price 
tags usually, but the discerning can detect it represents 
high values. The other Broadway window, as mentioned, 
is given to the watch attachments. The four windows on 
Maiden Lane are dedicated to moderately priced articles, 
and in all instances are made to attract the younger ele- 
ment, masculine and feminine. 

A forward spirit has always marked the history of the 
firm. Its founder, F. William Barthman, known in busi- 
ness without the “F.,” was a native of Hamburg, Ger- 
many. He was brought to this country at the age of nine, 
however, and his outlook was in every way American. He 
served an apprenticeship with a firm of manufacturing 
jewelers and with several retail firms. His first store 
was on Fulton Street, Brooklyn, and in 1884 he obtained 
the lease of the ground floor of the building at 174 
Broadway, with a side entrance at No. 1 Maiden Lane. 
The founder of the house was always up to date and in 
fact very much ahead of it. The best tribute to the char- 
acter of the man was his tolerant attitude to new ideas 
and to the younger element. He was well versed in all 
the.technique of the jewelry business of the “Elegant 
Eighties.” He insisted that his boys of the “Gay Nineties” 
should not follow exactly in his footsteps, but take every 
possible initiative. In another environment he might have 
been an educator of the most modern school, for he en- 
couraged all about him to develop their own powers. He 
reached an advanced age but always maintained his ad- 
venturous and pioneering viewpoint. He always appeared 
attired in the latest fashion in clothes; read the newest 
books ; and studied all the changes in public taste. 

“One of the innovations of the Barthman firm was the 
clock set in the sidewalk in front of the place. It is under 
a thick pane of glass and illuminated from beneath and 
synchronized by National Observatory time. It has been 
there ever since 1898 and is regarded as a landmark. 
Every day or so some one discovers it as something en- 
tirely new and comes in to inquire how long it has been 
there and how it works. Often two persons come in to- 
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gether, evidently to settle a wager regarding this land- 
mark now thirty-six years in being. 

Occupying such a prominent corner the store has 
figured from time to time in publicity rising from stirring 
events. Some years ago a horse with the blind staggers 
hurled himself into the corner show windows and scat- 
tered $250,000 worth of jewelry there displayed over 
the pavement among the shattered glass. Every piece 
was recovered without injury. The incident was re- 
ported in the newspapers of the country, as well as in 
New York, and to this day customers from remote cities 
come to the store because as children they had heard of 
it on account of this spectacular occurrence. The windows 
of the store were demolished by a night explosion of muni- 
tions in Jersey City—at Black Tom during the World 
War—and this also was featured in the newspapers, 
with photographs. A similar condition appeared in the 
bombing in Wall Street near Broad when the communists 
tried to annihilate the money powers. The Barthman 
show windows have been often renewed but they retain 
through all these changes the dynamic power to attract 
customers. 

The present partners in the firm number four. First 
there are the two sons of the founder, Henry C. and F. 
William Barthman, now of mature years and of youthful 
outlook, a grandson, William C. Barthman, son of Henry 
C., and W. Robinson Shillaber, nephew of the senior part- 
ners. The firm made a considerable profit in the years 
from 1917 up to the fateful October of 1929. It invested 
its surplus in the purchase of the entire building, 174 
Broadway, part of which it had been occupying through all 
these years. It also accumulated a reserve. The volume of 
its sales are less than they were in the boom years, but its 
policy is the same as it was in the flushest of times. It 
is making friends with the customers of all classes, the 
elderly—tthe middle aged and the very young. It caters 
to them all irrespective of how much or how little they 
buy. It keeps up the tradition of the founder, “No sale 
too small,” and is looking forward to that confident to- 
morrow when prosperity and recovery will again swell the 
volume of business. Its policy has stood the acid test 
of hard times and good and has demonstrated that it is 
adapted to all changes and conditions. 


Quality Standards for Plated Flatware and 
Hollowware 


Wasuincton, D. C., Aug. 8—The National Recovery Ad- 
ministrator yesterday announced approval of certain quality 
standards applying to plated flatware and hotel flatware under 
the code of fair competition for the silverware manufacturing 
industry. 

The code provides that within 60 days after the effective 
date of its approval there shall be established a series of 
quality standards to mark the various grades and qualities 
of the products of the industry, and it is in pursuance of the 
action of the Code Authority in this respect that the order of 
approval has been issued by he Administrator. 

The order further requires that within 30 days the Code 
Authority shall circularize all known members of the industry, 
and within 60 days shall cause to be published in at least two 
trade journals a notice of the standards and shall request 
that all manufacturers, dealers and retailers give full publicity 
to these standards in order that the ultimate consumer may 
become familiar with the connotation of the various grade 
markings. 

The Administrator in another order has approved a cost 
accounting system for the same industry. 
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FAIR DEALING 


Knowledge of merchan- 
dise, ability, and years of 
experience enable us to 
get dollar for dollar or 
better at auction for our 
clients. 





We specialize in disposing 
of jeweler’s own stock. 





Investigate Our Business Standing 
Now Dating for Fall and Winter 


WRITE — WIRE 
FOR INFORMATION 


EDWARD R. TYLER 


Auctioneer for Jewelers 
6237 Champlain Ave. CHICAGO 















The BEST “BUY”? in 
New York HOTELDOM 


FN ppc mrseer of everything 


you desire in a hotel at amaz- 
ingly low rates—perfect location 
in the heart of Times “ven 
adjacent to all theatres . . New 
York’s newest hotel... ‘extra 
large rooms — large closets _ 
comfortable furnishings — wide 
windows assuring an abundance 
of light and air. 


1000 ROOMS 1000 BATHS 
1000 RADIOS 


Rooms from $2.50 a day 
Garage Opposite Hotel 


HOTEL EDISON 


47th Street just West of Broadway 


NEW YORK 
OWNERSHIP MANAGEMENT 






















Thin 3 rs “ 
RADIO is 


in eve ty room 





Hotel Lexington now offers greater value than ever 
before. Every guest has radio, with choice of four 
programs...AT NO EXTRA CHARGE! 

This popular new hotel is located in the center 
of convenience, 3 blocks from Grand Central Sta- 
tion and within 5 minutes’ walk of the famous Fifth 
Avenue stores. 801 rooms, each with radio and 
bath. Rates, $3 and up for one person. All Lexing- 


ton restaurants are cooled by refrigerated air. 


HOTEL LEXINGTON 


48TH STREET AT LEXINGTON AVENUE * NEW YORK 
CHARLES E. ROCHESTER, Manager 


Direction National Hotel Management Co., Inc., Ralph Hitz, President « Ritz-Carlton, 
Atlantic City; Book-Cadillac, Detroit; Netherland Plaza, Cincinnati; Van Cleve, Dayton 


QUARTETTE 
OF STANDARD BOOKS 


OPHTHALMIC LENSES 


By Emsley and Swaine, distinguished English authorities. 


Dealing with theory and shop practice; 318 pages, 
numerous diagrams and useful tables; price, $4. 


PRINCIPLES AND PRACTICE OF 


PERIMETRY 
(Third edition, thoroughly revised) 
By Luther C. Peters 


A favorite text book for years; 280 pages, with dia- 
grams and colored plates; price, $4.50. 


RECENT ADVANCES IN 


OPHTHALMOLOGY 
By W. Stewart Duke-Elder 


Telling of research work in Ophthalmology and as- 
sociated sciences; hence it has much of at least indirect 
interest to optometrists; 406 pages, well illustrated; 
price, $3.50. s 


OPHTHALMOSCOPY, RETINOSCOPY 


AND REFRACTION 
By W. A. Fisher 
290 pages, profusely illustrated; price, $3.75 


Order from 
THE OPTICAL JOURNAL & REVIEW 
239 W. 39th St., New York 
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Why Watchmakers Organize 
(From page 39) 

maker to the master watchmaker ; 

from the master watchmaker to the 

horologist. 

An organization of the watch- 
makers of the country, along lines of 
intelligent leadership, should be fos- 
tered by the merchant dealers, and 
we think this will be done as soon 
as it is apparent that this is not an 
attempt to “unionize” the trade. 

The retail jewelry merchant and 
the watchmaker, whether workman 
or dealer, should each see that they 
have many interests in common and 
they should work together in their 
organization to help each other in the 
interest of their business and the pub- 
lic they serve. 





Platinum in 1933 
LTHOUGH the total value of 


the platinum metals sold by re- 
finers to the consuming industries, 
during 1933, showed an increase of 
more than 25 per cent over the pre- 
vious year, the jewelry trade, while 
still the dominant industry in the 
consumption of these metals, dropped 
its lead from 50 per cent to 46 per 
cent of the total amount used. 

According to the advance summary 
on the “Platinum and Allied Metals” 
now being compiled by the U. S. Bu- 
reau of Mines, there were 107,821 
ounces sold in 1933 as compared 
with 83,433 ounces in 1932. 

Of the total last year, the sale of 
platinum to jewelers amounted to 
41,263 ounces as against a general 
total of 76,193 ounces to all indus- 
tries. But in palladium the jewelers 
took but 4413 ounces of the total of 
26,164 ounces, though it consumed 
3608 ounces of iridium out of a total 
of 4476 ounces. In the other metals 
it consumed 508 ounces out of a total 
of 988 ounces. The total for all 
platinum metals used by jewelers was 
49,792 ounces out of a total of 107,- 
821 ounces. And the consumption 
of pure platinum by jewelers in- 
creased 25 per cent over 1932. 

Next to the jewelry industry the 
chemical lines were the second con- 
sumers of platinum with a total of 
14,085 ounces, and the dental third 
with a total of 11,149 ounces. But 
the dental lines absorbed the greatest 
amount of palladium, consuming 
15,946 ounces or nearly four times 
the amount taken by the jewelers. 
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JAMES L. HAND 


‘America’s Leading Jewelry 
Auctioneer”’ 


14 Maiden Lane, New York 
Telephone: Rector 2-0677 


Cable Address: Handsale, New York 


STRICTLY ETHICAL 
AUCTIONS 





CONDUCTED UNDER THE RETAIL JEWELRY CODE! 


A quick inexpensive way to raise cash or liquidate your entire stock. The 
legitimate “Hand Auction” will bring far better results than by selling 
in bulk. Your reputation well guarded. Known favorably by The Jewelry 
Trade Everywhere. Have conducted many auctions under supervision 
United States and Canadian Courts, for Banks, Trust Companies, Executors, 
Trustees, Receivers, Representative Jewelers and Members National Jewelers 
Board of Trade. No stock too large or too small! Experience! Ability! 
Results unequalled! 


@ Free information on 
how to conduct an auc- 
tion under the Code. 


@ Write for illustrated 
Book on Auctions ex- 
plaining ethical methods 








d > & Saeeainte Write or wire. Cor- 
peers . respondence confiden- 
everywhere. = 

tial. 
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HIS —the September 

Number of The Jewelers’ 
Circular is the largest issue we 
have published in almost three 
years. 


What has caused the increase? 
We like to think it’s our sound 
publishing policy . . . our con- 
structive editorials ... our ABC 
paid, audited circulation ... our 
close contact with the trade. 


But those factors have been con- 
stant, maintaining our recog- 
nized leadership in the industry 
we serve. 


This September Issue is bigger 
and better because there is defin- 
ite improvement throughout the 
Jewelry and Allied Trades... 
because more people are at work 
... More money is in circulation 
... more business is being done. 


Many retail jewelers’ stocks are 
unprepared for increased buy- 
ing. Many orders will be placed 
during the next few months in 
anticipation of December, when 
26% of the annual business is 
transacted. 


We recommend the products ad- 
vertised in this issue to your 
consideration. Buy them with 
confidence, sell them with profit, 
and join the tide to prosperity! 
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Gem Imports During June 


WasuincTon, D. C., Aug. 8—The total value of 
diamonds imported during June amounted to $1,043,199, 
according to statistics just prepared by the Bureau of 
Foreign and Domestic Commerce. Of these diamonds, 
the value of rough or uncut stones is given as $331,232, 
and that of the cut stones, $711,858. Antwerp supplied 
over two-thirds of the rough imported and a larger pro. 
portion of the cut. 

During the same month the imports of pearls are 
given as $31,912; rough uncut stones, $17,600; cut 
precious and semi-precious stones, $70,628; imitation 
gems (except opaque stones), $59,476. An imitation of 
opaque stones and imitation pearls, $2,025. 





G.1.A. Seeks Simple Test to Detect Cultivated 
Pearls 


Los ANGELES, CAL., Aug. 14.—The Gemological In- 
stitute of America has been conducting a series of experi- 
ments regarding the accuracy of present available testing 
equipment for the detection of cultivated pearls—equip- 
ment which has been successful in operation for several 
months, but not yet described or made available to the 
trade. Intensive research is also being conducted upon 
simpler and less expensive methods of identifying both 
drilled and undrilled pearls. 

The experiments have thus far been conducted by the 
personnel of the Institute in Southern California, includ- 
ing Robert M. Shipley, Dr. Rene Engel of California 
Institute of Technology, Dr. Thomas Clements of the 
University of Southern California, Robert M. Shipley, 
Jr., and W. A. Sweeney, laboratory assistant of G.I.A. 
The experiments are being conducted in the pearl-testing 
laboratory of Brock & Co. in Los Angeles and in the 
research laboratory of the G.I.A. and the physical lab- 
oratories of the California Institute of Technology. 





Code Authority for Silverware Manufacturing Industry 


WasuincTton, D. C., Aug. 7—The National Recovery Ad- 
ministrator has recognized the following persons, members 
of the Executive Committee of the Silverware Manufacturing 
Institute, as constituting the Code Authority for the Silver- 
ware Manufacturing Industry: 

E. C. Mayo, Gorham Mfg. Co., Providence, R. I. 

G. C. Lunt, Rogers, Lunt & Bowlen Co., Greenfield, Mass. 

P. B. Noyes, Oneida Community Ltd., Oneida, N. Y. 

C. R. Gardinor, International Silver Co., Meriden, Conn. 

J. B. Rice, Bernard Rice’s Sons, Inc., 325 Fifth Ave., New 

York City. 

Sinclair Weeks, Reed & Barton Corp., Taunton, Mass. 

Joseph Friedman, Friedman Silver Co., Brooklyn, N. Y. 

W. A. Kinsman, Towle Mfg. Co., Newburyport, Mass. 

J. F. H. Maginn, Samuel Kirk & Son Co., Baltimore, Md. 

C. D. Morris, R. Wallace & Sons Mfg. Co., Wallingford, Conn. 
W. D. Kenyon, Webster & Co., North Attleboro, Mass. 





The remarkable precision of Longines has been shown again 
when the giant seaplane Sikorsky S42 broke eight world’s 
records—all official timing was done with these chronometers. 
It is interesting to note in connection with these new world’s © 
records, which have been brought back to the U. S. A. from 
foreign holders, that all the timing for the F. A. I. is being 
done with Longines special timepieces which have successfully 
passed the Federation Aviation Internationale Observatory 
tests. Only timepieces which, after eight weeks, pass time 
tests to a fraction of a second at World Famous Observatories, 
and pass fully the stringent specifications of the contest com- 
mittee of the F. A. I., Paris, can be used for such purpose. 
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‘When a Lighter turns Like a fine watch—fits the vest pocket snugly 
ROUND, —that’s NEWS! Serer aoeemeen ee 


Since its recent introduction, both the 
trade and the public have been enthusi- 
astically receiving 


the NEW 


ONSON 


















the latest addition to the dis- 
tinguished RONSON collection 


Smart Modern 
Stream-lined Wafer-Edged 
Built like a Watch 
Shaped like a Watch 





This RONSON pocket lighter, in a new 
shape and form, has immediately caught 
on! As convenient as it is striking. . . 





FLIP it’s lit! RELEASE it’s out! 





Rondette business 
is EXTRA business! 





When you show Rondefttes in your 
windows and on your counters, you 
appeal, not only to those who are 
seeking gift ideas, but also to that 
vast army of RONSON owners who 
want the latest as well as the best, 
for themselves. 








That’s extra business — business 
added to the volume you'd regularly do. 


If your jobber can’t supply you, send order 
to us with his name, for prompt handling. 
See the complete RONSON Lines thru your 
Jobber or at our permanent Display Rooms: 


NEW YORK,N.Y. CHICAGO, ILL. LOS ANGELES, CAL. 
347 Fifth Ave. 36 So. State St. 728 So. Flower St. 


Send for free Catalog of complete RONSON Lines to Dept. J9 


ART METAL WORKS, INC. 





ARONSON SQUARE NEWARK, N. J. 

T THE WORLDS GREATEST. LIGHT E? 

| FLIP IT'S LIT! " S Tit? . 
Without a buige slides into milady’s handbag = . 


Visit our RONSON EXHIBITS at A CENTURY OF PROGRESS, CHICAGO — Center of 16th St. Bridge 
BOSTON GIFT SHOW Room 526, HOTEL STATLER, Sept. 10-Sept. 14 
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YOUR SALES] 
ARE ASSURED | 


One of the beautiful new 
line of Wood Rings for 
fall — 18K W. G., circlet, 


seven diamonds. 





YOUR PROFITS 
ARE ASSURED 


A popular wedding ring— 
styled in the Paris mode, 
made in the quality man- 
ner. ISK W.G., engraved. 





YOUR PROTECTION 
* IS ASSURED 


New in design, smart in 
style are these dinner 
rings by Wood. 14K W.G., 
three diamonds. 





WE’LL SEE YOU 
THERE! 


N. R. J. A. Convention, 
Cincinnati, week of Sept. 
10th. Plan now to attend. 
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| FOR FALL 


Because our selection of styles is the most comprehen-’. 
sive we have ever offered—every item pre-tested where * 
it really matters—over retail counters. New, intriguing 
designs with eye-appeal for all your customers and 


priced for today. 
a 


Because this magnetic line will draw new trade to your 
store and hold it, make quick turnover and repeat busi- 
ness a certainty and 4ecause it is backed by a house with 


an 85 year record for fair dealing and sound merchan- 


dising principles. 
* 





Because it is J. R. Wood & Sons policy to sell only to 
100% retail jewelers—a policy which has earned for us 
the commendation and co-operation of legitimate retail 
jewelers from coast to coast. 


The J. RR. WOOD & SONS representative will call on you soon—wait for him— 


and for mail announcements. 


J. R. WOOD & SONS, unc. 


Established 1850 


MAIN OFFICE and PLANT, 1325 Atlantic Avenue, Brooklyn, N. Y. 
PARIS: 48 Rue Lafayette @ AMSTERDAM: Sarphatistraat 47/55 
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REAL MARBLETTE is a cast phenolic resin, non-inflam. 
mable, odorless and durable. 


It is available in more than 300 STANDARD SHAPES, 
such as round, square, hexagon and fluted rods, blocks, 
sheets, tubes, also many SPECIAL SHAPES all of which 
can be secured in 200 beautiful mottled, plain, opaque, 
translucent and transparent colors. 


‘REAL MARBLETTE can be sawed, drilled, threaded, 
embossed, carved or faceted and takes a high lasting 
polish. 


Recent additions to our plant give a total production of 
8,000 Ibs. of REAL MARBLETTE per day, insuring deliv. 


eries of from 8 to 10 days from date of order. 


Let us send you samples 
of REAL MARBLETTE 
with. dimension sheet, 
written working instruc- 
tions and a complete 
list of colors. 















































THE MARBLETTE CORPORATION 
|R. Office and plant all under one roof insuring prompt service. 
Ten minutes from Grand Central Station. 
us New England Office 37.2] THIRTIETH STREET — Westem Office t 
WEEOOUR net Pose LONG ISLAND CITY, N. Y. a A CAST SYNTHETIC RESIN 
Tel. Westport, 4055 Telephone: IRonsides 6—8262-3-4-5 Phone, Irving 2129 ;, 
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RHODIUM. 


THE PERFECT METAL FOR PLATING JEWELRY 


of its brilliance and durability. It deserves the name. One of 
the whitest of all the metals and one of the hardest, no other 
is so brilliant. It never tarnishes, because nothing attacks it. 
Even aqua regia, in which gold and platinum dissolve readily, © 
has no effect upon it. 


Rett has been called “the diamond of the rnetals”, because 


Although rhodium is much more expensive than platinum, a 
little of it goes a long way, when it is deposited from solution, 

- either to improve the appearance of jewelry or to protect it 
from tarnish. For this reason, rhodium plating costs little. The 
process is very simple. Anyone with a slight knowledge of 
plating can use it. 


Although the processes and electrolytes are protected by our 
patents in the United States as well as im Canada and other 
foreign countries, our policy is very liberal and we have made 
agreements with many manufacturers of rhodium plating solu- 
tions whereby our processes are made available to them. 


When you buy rhodium plating solutions bearing U. S. patent 

numbers 1,949,131; 1,947,180; 1,779,457; 1,779,436 and 

Canadian numbers 340,067; 321,912; 305,840; 305,841, you 

may be sure you are getting:an honest, dependable product, no” 
matter who makes it... If any rhodium plating solution, made 

by processes within the protection of our patents is offered, 

without agreement with us, it should be remembered that the 

sale and use of such solutions is unlawful. 





If you have not yet considered rhodium plating, let us give you 
full details. 


BAKER @ CO., INC. 
54 AUSTIN ST., NEWARK, N. J. 








NEW YORK SAN FRANCISCO 





{ 
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THE Quantity— 


COMMUNITY PLATE 


OW, for the first time, your customer can 
make a double saving . . . a $5.00 discount 

for a 26-piece quantity purchase, and a $2.75 addi- 
tional saving by eliminating the Chest or Pack- 
ette. And at the same time, you can give her . , , 


dhe aia ift za 


» « « Styled with modern distinction in a rich 
effect of carved Ivory and Ebony. A jewel, glove 
or handkerchief case . . . or for a score of other 
uses ... on the modern woman’s dressing table. 








SERVICE FOR SIX 


for the *25°° MARKET 


The Quantity Discount Plan on Community Plate gives you a 
powerful tool to break through the resistance of a price-conscious 
public. A price advantage . .. a discount for quantity buying. 
A discount every woman expects . . . a discount only Community 
Plate dealers can offer. And on sets in any one of the newest, 
most-wanted Community Plate designs. 


For instance, the 26-piece service if bought at the Piece-by-Piece 
price costs the consumer $30.00, if bought at one time by the 
Quantity Discount Plan it costs only $25.00—A saving of $5.00. 
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Discount PLAN 


TUDOR PLATE 


ND in Tudor Plate your customer makes not 

only a $3.00 quantity saving on a 26-piece 

set, but an additional saving of $2.50 by elimin- 
ating the Chest. And, you give her... 


he Alamingo Cfift Case 


... Brilliantly done in a luxurious effect of Scar- 
let Velour and Old Ivory. An ideal gift package 
styled to the last word in modern distinction, and 
richly accentuating the beauty of the silverware. 


SERVICE FOR SIX 


for the *10°° MARKET 


Applied to Tudor Plate, the Quantity Discount Plan becomes your 
key to the great market of the lower income brackets. It brings 
the cost of a full service to $10.00. A tremendous force for volume 
sales. Four smartly modern designs to choose from. 


A Service for Six by the Piece-by-Piece price would cost the con- 
sumer $13.00 but the Quantity Discount Plan gives a saving of 
$3.00. Similar savings in proportion on standard services for 8 
and 12, 
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WINS YOUR INSTANT ADMIRATION FOR 
ELGIN’S CONTINUED DOMINANCE OF STYLE 


1935 catalog, just out, tells the story 
of new, money-making timepieces! 


@ The most-read book of the month in 
fine jewelry stores all over the country. 
The new Elgin Catalog—every page of it 
—is important news for you... . 
Many new models have been added to 
the line. Each has been created only after 


_ careful study of current style trends, con- 


sultation with leading dealers in all parts 


of the country and with master designers. 

Your customers will find exciting the 
sensational values that these timepieces 
offer. They’ll exclaim over the slim, 
streamlined effects that have been 
achieved. One glance and they’ll realize 
instantly that Elgin is strides ahead of 
the watch field in matters of style! 





For a big profit season, plan now to con- 
centrate on Elgin, the world’s largest- 
selling jeweled timepiece. The style range 
is broad. And—equally important—so is 
the price range! 

Add to those advantages the fact 
that these watches will be featured every 
month in Elgin’s powerful advertising in 
national magazines, and you have the 
perfect selling combination. 

The new 1935 catalogs have been 
mailed. If yours hasn’t arrived, please 
write immediately and let us know. 


ELGIN NATIONAL WATCH COMDANY 





Elgin, Illinois 
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PROGRESSIVE JEWELERS EVERYWHERE ARE FEATURING BRISTOL RINGS 





B eptember 


R Marks the Beginning 
of the 


S Buying Season 


If you don’t stock up now for the Fall Buying 
Season, you are apt to lose some very valu- 
T able sales. September is the month when 
business sheds the lethargy of Summer dull- 
ness and begins to méve ahead. Don’t be un- 


prepared. Stock up with fast selling Bristol 
Rings and get your share of the Fall Business. 
The Bristol Ring line offers a great variety of 
smart styles in many designs, all moderately 
priced. This line is extensive 
and gives you the oppor- 


tunity to select the rings 
that will fully please your cus- 


tomers. 





us 





WE 00 OUR PART 


SOLD THROUGH 
WHOLESALERS 








BRISTOL SEAMLESS RING CO. 


Main Office and Factory: 71 Nassau Street, New York 
S—REPRESENTATIVES 


NEW YORK: B. D. LESSNER.............. A. D. WEINBERG MIDWEST: E. M. BOND, 29 E. ‘MADISON ST., CHICAGO 
TRAVELING: EASTERN STATES.......... 8S. C. STEINMANN PACIFIC COAST AND SOUTH..............----05- NAT POST 








CREATORS AND MANUFACTURERS OF WEDDING AND ENGAGEMENT RINGS 
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In trading, the westerners of '49 pushed gold 
dust across the counter to be weighed, and 
received what they thought was full value for 
their ‘‘poke.”” But, chiseling existed. Some 
smart trader used a cracked slab, and part of 
the gold dust seeped into thé crack, never 
reaching the scale but reaching the trader's 
hidden catch-pan beneath the counter... 


The modern chiseler reaps a gold harvest by 
selling ‘‘cracked values.’ He’s a philanthropic 
fellow—cuts off a ‘‘liberal’’ discount to get 
business, but chisels on this and chisels on 
that—and you get cleverly short-changed . . . 





Untermeyer, Robbins has been built with tools 
the trade respects—and no chisel is in our tool 
box! 

Untermeyer, Robbins has hammered home help- 
ful principles of merchandising ... It has 
smaathed the way’ for the retailer with plane 
talk about overhead .. . It has applied the axe 
to averhead so as to supply quality goods at a 


price that assures a smooth retail profit... 


Untermeyer, Robbins sticks to the old saw—“‘an 
honest dollar's worth for every dollar.” 


Untermeyer, Robbins has worked to raise the 
level of the jewelry and allied trades . . . This 
will be reflected in the confidence with 
which the trade responds to your featuring of 
UR American Beauty Rings. 


IF YOU WANT THE PROFIT TO WHICH YOU ARE 
ENTITLED, KEEP THE CHISELER FROM CUTTING IN. 


UNTERMEYER, 


136 WEST 52nd ST. 
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Cutting Dy 


BUY RINGS THE TRADE RESPECTS 
—RINGS THAT WILL BRING TO 
YOU GREATER RESPECT OF THE 


CONSUMING PUBLIC— 


| eA merican Beauty 


RINGS 





$20093—18K ENGAGEMENT RING 
1 Large Diamond—8 Square Cuts 


$1924—18K WEDDING RING 


9 Brilliant Square-cut diamonds 





$1930—18K ENGAGEMENT RING 
1 Large Diamond—4 Square-cuts and 2 Round 
Diamonds, Marquise-set. 


$1928—18K WEDDING RING 
8 Fine Square-cut, and 3 ‘“Marquise-set” 
round diamonds. 


LOOK FOR YOUR COPY 


OF OUR LATEST “AMERICAN BEAUTY” PAMPHLET BEARING 
COMPLETE DETAILS OF THIS SENSATIONAL DIAMOND RING 
OFFER. EXPERTLY PREPARED NEWSPAPER ADVERTISING MATS 
SUPPLIED UPON REQUEST. IF YOUR COPY HAS NOT REACHED 
YOU—WRITE US TO-DAY. 


ROBBINS & CO. 


NEW YORK, 


ms ws 
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SILVER BULLION 
PRICES 
since 1925 


(YEARLY AVERAGES) 
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Nationalization BOOSTS the Price of Silver! 





| By proclamation and executive order the These conditions make a perfect setting for 
| President nationalized silver, August 9th, a silverware campaign. 
| at §0.01c per fine ounce. Now is the time to tell the public more 


about the lines you carry ... to display 
them... and let people know about the 
market price a few weeks ago. Under the possibility of prices going up. 


Silver Purchase Act of 1934 large quanti- 


This price is considerably higher than the 





Check over your stock... talk. with manu: 
ties of silver are being purchased by the facturers...act NOW. Good profits can 


U. S. Treasury. Prices have been going be made by those who take advantage of 
higher. the present situation. 


HANDY ann HARMAN 


Precious Metals Since 1867 


82 Fulton St. (Corner Gold St.) New York City 








14 THE JEWELERS’ CIRCULAR 
for September, 1934 





HE LIKES THE “XL” PICTURE BRACELET— 


so will your customers... 





s 6 Sle 








Illustration actual size Patent Pending 
The “XL” Bracelets have instant “sales appeal.” They offer quick turnover because of the interest of the public and their popular prices. 
Your Wholesaler should carry them. If he does not, write us, giving his name. 


“XL” IDENTIFICATION BRACELETS 


“XL” PICTURE BRACELETS The Sterling Silver bracelets are a 
>, ee Flexible Link Style Adjustable Bangle Style 


. nish-proof rhodium finished 
Flexible Link Style Adjustable Bangle Style pitied are 1/20th 12K quality. 


Sterling Silver... . $2.00 Sterling Silver... $2.00 Prices are subiect to Keystone’ ais- Sterling Silver... $1.00 Sterling Silver .. $1.50 
Gold Encased... $2.00 Gold Encased... $2.25 ‘aiers Gold Encased... $1.50 Gold Encased... $2.25 
Gold Filled. $3.00 Gold Filled $3.00 Freres itt once. wemlaw vats ©” = Gold Filled... .. .$2.25 Gold Filled... .. $3.00 


individual gift bozes. 


Most orders are coming through for yellow gold, indicating the increasing popularity of this color. 


|/EXCELL MANUFACTURING COMPANY 


45 RICHMOND ST. PROVIDENCE, RHODE ISLAND 








a 
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THE HAMILTON PLA 


MEANS BUSINESS! | 


Business for the Designated Wholesale Distributor— MORE business 
because the Plan has already freed him from the devastating, profit-sapping, 
unfair trade practices which for years have dogged his every move. He knows 
that the Hamilton Plan is a fact—that it works. He knows that it is not a mere 


promise of future reform, but actual performance already in action. He knows 


that real business machinery has been newly created to make the Plan work. 
He is cooperating fully with the Hamilton Watch Co. and with the legitimate 
retail jewelers in the Zone where he distributes Hamilton Watches. He is in 
a position to give every regular jeweler in his Zone adequate service on Hamil- 
ton’s entire line—and he is now doing it. 


Business for Retail Jewelers— MORE business— hundreds are now getting 
much more business in Hamilton sales. Jewelers, encouraged by the new Plan, 
are enthusiastically cashing in on the strong public preference for Hamilton 
Watches created by Hamilton’s persistent National Advertising, which for 
forty years has regularly presented to the American public incontrovertible 
evidence, convincing facts, interesting figures and technical data showing the 
accuracy of the Hamilton. The theme of Hamilton’s powerful National 
Advertising has never changed. Always the story in Hamilton’s advertising is 
Accuracy — Accuracy —Accuracy. The retail jeweler, now freed by the Hamilton 
Plan from the unfair trade practices which have irritated him and hindered 
sales, can from this time.on, wholeheartedly and with full confidence in the 
Plan, back the Hamilton Watch and profit by the business to which he is 
entitled. The public has learned to closely associate “Accuracy” and 
“Hamilton.” ‘“‘The Watch of Railroad Accuracy” is also the watch of public 
preference. If you doubt this, put it to the test in your own community. Remem- 
ber—forty years of Accuracy in the watch—forty years of Accuracy in the 
advertising. Result— Hamiltons are easy to sell. 


And NOW—the Hamilton Plan, which states without compromise that 
Hamilton Watches will be distributed only through a limited number of whole- 
salers and only through desirable retailers. And best and most important of 
all, the Public will get honest, trustworthy service in its watch buying—service 


OS SS 
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RETAIL JEWELERS 
CHEER FOR 
HAMILTON PLAN 


Many state retail jewelers’ asso- 
ciations at recent annual meetings 
have passed resolutions endorsing 
the Hamilton Plan. Among these 
states are New York, New Jersey, 
Delaware, Minnesota, Washing- 
ton, North Carolina, Maryland, 
Wisconsin, California. In addi- 
tion hundreds of individual jewel- 
ers have praised the Plan in letters 
to the Hamilton Watch Company. 
From this steadily growing tide of 
high approval it seems to be evi- 
dent that the Plan is greeted and 
cheered as the best thing that has 
happened in the jewelry trade in 
years and years—and years! 

The Hamilton Watch Company 
alone has put this plan into opera- 
tion. It is the HAMILTON Plan. 
It is in effect exclusively for the 
sale and distribution of HAMIL- 
TON Watches. It is not a band- 
wagon on which anybody . can 
climb and shout ‘‘Me Too.” It is 
a HAMILTON idea—backed by 
HAMILTON and HAMILTON 
Wholesale Distributors for the 
benefit of HAMILTON Retail 
Jewelers —‘‘All For One — One 
For All.” 


AE~ EXHIBITS 


Hamilton Watches will beshown at A.N.R.J. 
Convention, Netherland Plaza, Cincinnati, 
week of September 10th, and at Convention 
of N.A.C.J., Hotel Sherman, Chicago, Sep= 
tember 24th to 28th. 


the legitimate jeweler knows how to render. 


Yes, this plan—The HAMILTON PLAN—means Business. If you fail to 
get your share, whose fault will it be? 
[THE LINE OF HAMILTONS IS COMPLETE—AND NEWLY PRICED DOWNWARD] 


HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 


HAMILTON 4 2:00/ of Ruboad MECURACY | 
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LOVELY DESCENDANT OF 
A LONG LINE OF FAMOUS 


1847 ROGERS BROS. PATTERNS 
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SYLVIA ...lovely | woman for the smart woman of today . . . crafted 
descendant of the silverplate that has graced _ in the fine tradition of 1847 Rogers Bros. Yet 
the first tables of America since the year 1847! most reasonably priced —Six tea spoons — $3.25. 


In the gay nineties . . . the sombre sixties... far | Write Ann Adams, Dept. X90, International Silver 





back in the forties . . . each of these patterns has Co., Meriden, Conn., for Buffet Party Booklet. 


fe This quality mark of the International 
| ) Silver Company appears on every piece. 


REG. U.S. PAT, OFF 


reigned triumphant in.its day. And, now... Sylvia fit 
— 


...dainty. graceful, feminine ... designed by a 


TODAY'S HOSTESS HAS HER “‘GUEST” SET OF SILVERWARE, JUST AS SHE HAS HER “BEST” LINEN, CHINA, AND GLASS 


G47 ROGERS BROS. 


ORIGINAL ROGERS SILVERPLATE On 





THIS STRIKING ADVERTISEMENT APPEARS AS A FOUR-COLOR CENTER SPREAD, WITH BLEED 
EDGES, IN THE SATURDAY EVENING POST OF OCTOBER 20, 1934, ON NEWSSTANDS OCTOBER 16. 





26,523,882 ADVERTISEMENTS | 


THIS FALL ANNOUNCE THE DEBUT © 
eo) aD ARYAN IN f ; ey 1 VV er WAIN 3 





Sylvia will have the 
largest introductory campaign 
of national advertising of any 
silverware pattern in recent years. And, 


as always, there will be many other selling 


er 


NN helps for you—attractive window displays 


and cutouts, a brilliantly beautiful counter 


brochure, smart booklets, ready-made news- 


paper advertisements, especially created en- 


graving designs, and much other material. 
The 1847 Rogers Bros. plan of CONTROLLED 
DISTRIBUTION eliminates unfair compe- 
tition — the retailer closes the sale 


— makes the profit. 


These advertisemettts 
appear in four colors. 


847 ROGERS BROS. 


StILVERPLATE 
NE iS The mark of the International Silver Company — the world’s largest 





maker of silverwage—the world’s largest advertiser of silverware 


S PAT. OFF 


INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. 


SAN FRANCISCO, 150 Poat Street ST. LOUIS, Ambassador Building 


NEW YORK, Maiden Lane CHICAGO, Merchandise Mart 








~-.. We don't need to tell you that Waldemars are 

eee coming back. If they weren't, we wouldn't be 

getting such substantial orders for them every day. 

Just keep your eye on the better dressed men in 
Gotham’s Wall Street, Boston’s Tremont Street 

or Chicago's State Street and you'll see 

who's wearing Waldemars. Feature 
them this Fall. They're available 

in a variety of qualities to re- 

tail from 75¢ up to $6. 











-FORSTNER 


PRVEN GION, .MWEW LERS EY 
-\ Showrooms: New York—320 Fifth Ave + Chicago—29 E. Madison St. 


* Waldemar, correctly defined means...a watch chain worn across the waistcoat from pocket to pocket 








...and of course! 
FORSTNER is sf 

another way of 
saying Better 


Key Chains’ 


bbb db lbeSESSSS SBSDRSASS: 
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¢€ 


Acceptedly popular 
is the Forstner Key 
Chain line+ Qualities 
in Radio Superior 
Rhodium, Radio 
Superior Gold Plate 
and Sterling Silver 
Rhodium to retail 
from $1 up to $6. 


DISTRIBUTED THROUGH WHOLESALERS 

















All designs fully protected by Jewelry Code Regulations and Copyright U. S. Pat. Off. 
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ASEHA 


Association Suisse des Exportateurs Horlogers en Amérique 


BIENNE, SWITZERLAND 


August 7th, 1934 


The Jewelers Publishing Corporation, 
239 West 39th Street, 
NEW YORK. 


Gentlemen: 


In your June issue, page 10, you published at our direction as a one page advertisement a letter 
from our association dated April 28th. 


We gave in this letter the statistical figures of Swiss watch exports to the U. S. A. grouped into 
two distinct 30 month periods, the first period being previous to the introduction of the actual 
customs tariff, the second being the 30 month post-tariff period. 


Many of your readers will have been impressed with the comparative figures of 33! (pre-tariff} 
and 50 (post-tariff). 


One of the aspects that stands out vividly over here is that out of some 7,500 people computed 
officially to be dependent on the Swiss watch exports to the United States, a proportion of 281 
out of 331, that is six thousand odd, are idle. : 


Here we have a definite instance of arrested purchasing power of a group of people accustomed 
to a comparatively high standard of living, and since these people, when they have the wherewithal, 
are receptive to American imported goods, it will be seen that the present American tariff is virtually 
a boomerang that has been and is still particularly destructive both on its outward and home- 
ward journey. 


Since we all know too how this same tariff has had the unfortunate effect of vitiating your home 
market, it would seem that all those connected with the watch trade on your side also should hope 
and work for its removal and for the resumption of normal and sane intercourse. 


Yours very truly, 


Association Suisse des Exportateurs 


Horlogers en Amérique 


De 


President 


ADV. ———— 
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A. WITTNAUER CO. 
ANNOUNCES AN OUTSTANDING 
EVENT IN THE 


HISTORY OF LONGINES WATCHES 





THE LONGINES Factory Has Met the New Market Prices! 
NEW PRICES WITHIN THE REACH OF ALL! 














LONGINES Lead the Way 


IN THEIR ACCURACY 
IN THEIR QUALITY 
IN THEIR DESIGN 

IN THEIR PRICE 





LONGINES has always given full protection to the reputable 
leading jeweler. ; 


PREPARE YOURSELF FOR A BIG FALL BUSINESS! 
GET A COMPLETE ASSORTMENT OF LONGINES 
WATCHES AT THESE NEW PRICES—AND DO IT 
EARLY. 


A. WITTNAUER CO. 


Est. 1866 
402-4 Fifth Avenue 
CHICAGO NEW YORK MONTREAL 
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STAR CASES ARE ALWAYS 
STAMPED WITH OUR NAME, 
A STAR OR OUR TRADE MARK 


YX 14 K SOLID GOLD 
yy 14. K GOLD FILLED 
Yvl0K GOLD FILLED 
lok coun Fite 
SLY |OK ROLLED GOLDPLATE 
SX BASE METAL 


(ENLARGED) 











i 
i 
i 
| 





Star Cases with 
outstanding appeal 
in styling, material, 
and workmanship 


| will claim your 


attention for the 


Fall and Holidays. 


STAR W/ATCH CASE CO. 
LUDINGTON, MICH. 
NEW YORK OFFICE - 20 WEST 47TH ST. 
CHICAGO OFFICE - 35 © WACKER ORIVE 
SAN FRANCISCO OFFICE - 704 MARKET ST. 
5 
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Mint and Nut Dish. In polished chromium or polished Electric Snack Server. In polished chromium with black wooden handles and 
copper. $2.50 feet. It holds three one-quart pyrex food containers. $19.50. 


CHASE CHROMIUM SPECIALTIES 


for Fall and Winter... 


To its well-known line of Chromium Special- are things that people really want, for 
ties, Chase adds these new and unusual each one is interesting, highly original and 
articles — every one of them sure to be useful. Priced so that all your customers 
popular with your customers during may: buy, this up-to-the-minute mer 
the fall and winter season. . chandise, Tame olailivelatmmalclamacelaalliallare| 

Designed by the country’s master chromium, assures them complete 


designers, these atiractive articles ULL Meee lilo Mol tilale Me Tolitiielailola 


@uU AS © weeeeA SS &@. COPPER CO: 


: Incorpurated 
Specialty Sales Division Chase Tower, 10 East 40th Street, New York 


Lotus Sauce Bow!. Complete with spoon and saucer. $4.00. Newspaper Stand. $1.50. Fiesta Flower Bow! $6.00. Continental Coffee Making Service, 
Salt and Pepper Spheres. Set $1.00. includes sugar and creamer. $20.00. Circular Tray. $5.00. 


Athena Candelabra. $15.00. Rockwell Kent Cigarette Pelican Smokers’ Stand. $3.50. Automatic Table Lighter $1.00. Magazine Rack. In copper 


Box. $7.50. Wine cooler, 
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also decorated by Kent. $12.00. and white enamel. $7.50 




















‘Adie 
There is no exception 


...-Granat Bros.’ Patent 
covers EVERY style of 
SEGMENT TOP 
wedding ring in which 


the segmental section “has its ends 
formed as ornamental portions” 
enabling the wearer to detect dis- 
placement of the exposed setting 


carrying segment... 


An original Granat idea is responsible for 





every Segment Top Wedding Ring of this 
type now in existence, every one ever made, 
every one now contemplated, or every one 
that will be made in the future. 

Any unauthorized use of the said idea, or 
any unlicensed reproduction of any Segment 
Top Wedding Ring of the type designated, , 
will constitute an infringement of Granat 
Bros.’ U. S. Patent No. 1792422, and any 
such infringement will call for legal attention 
such as that by which Granat Bros. recently 
secured, in the U. S. District Court for the 


Northern District of California, a permanent 





: To anyone who would like more 
judgment against a western jewelry firm detailed information regarding the 
segment top wedding ring a com- 
plete copy of the patented specifica- 
patent rights. tions will gladly be submitted. 


that very unwisely ignored Granat Bros.’ 


Segment top wedding rings are to be purchased only through the Granat 
Mfg. Co., its regular distributors and duly appointed licensees 


Granat Mig. Co. 


15 90 POST ST REET ¥ SAN FRANCIS C®O 
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These National Magazines 
Metropolitan Newspapers 
and College Dailies 


America’s Leading Publications, Will Carry 


SWANK ADVERTISING 


Throughout the Fall and Holiday Season, 1934 





Their readership reaches the staggering total of over 75,000,000. The cam- 
paign comprises more than 27,000,000 printed messages. 


The magazine circulations are nation wide, reaching both men and women, 
the classes as well as the masses. Swank advertisements will vary in size from 
full pages to full columns. 


In the newspapers regular schedules will be run, backing up the National 
publicity with intensive coverage in the big metropolitan centers. 


Thirty College Dailies published by Universities recognized as style sources 
and style centers are used. 


This impressive campaign is the present high peak of publicity in seventeen 
years of progressive advertising on Swank and Kum-a-part products. 







THE BAER & WILDE COMPANY, ATTLEBORO, MASS., U. S. A 






















Jewelers who tie up to Swank publicity 
with window and store displays, and 
newspaper advertising of their own, ap- 
| to @ responsive market which has 
n created and steadily maintained 
through Swank National Advertising. 











WRITE FOR SWANK CATALOG 
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FA avwaro SETS, combining attrac- 
tive design, qualities assuring long and 
satisfactory wear—at popular prices, an- 
swer the man’s gift question: These sets 
are beautifully finished, and are put up 
in appealing gift boxes. They are priced 
to retail from $2.00 to $12.00: Ask your 
wholesaler to put samples before you or 
write direct, and we will ship and bill 
through him. r= s, 


THE HAYWARD 
GUARANTEE 


“That the wearer of any 
article of jewelry stamped 
‘Hayward’ shall be as- 
sured of satisfactory ser- 
wice.” This has been our 
policy for over 80 years. 
Quality of the Hayward 
Line prevents it from be- 
ing the lowest in price— 
but if actual worth and 
wear are desired, Hay- 
—_ is usually the cheap- 
est. 


Feature Hayward as your 
Quality line. 


WALTER E. HAYWARD 
COMPANY ' 
ATTLEBORO, MASS. 


HAYWARD 
MEN’S SETS ~ 


The Appropriate Gift 
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“The Watch that made the Dollar Famous” will make 


new leadership—volume—and profits for you. Compe- 
tition can’t touch it. See how smartly styled the new 
Ingersoll Equinox is. Think 


Sagersot, =" 
DDO AR WATCH 


















Dawn of a new clock value—dawn of a new oppor- 





tunity for big alarm clock volume—leader of a new line 
of Ingersoll Clocks you’ll make money selling. 


Cost price 77c 


Ie 
DOLLAR ALARM 








Mickey Mouse, Chevron, Tuxedo—all three popular 
Ingersoll Watches can now be retailed at $2.95. All 
three are chrome-finished, all three have second-hands, 
all three have sales-appeal in a big way. Cost price $2.04 





WARNING: Such heavy volume is anticipated on the above 
items that retailers are urged to place ample orders with jobbers 
now. You can’t make sales if you haven’t the goods. Every 
endeavor will be made by the factory to fill all orders quickly 
—but please do not blame your jobber if your initial order is 
delayed or insufficient for your requirements. Ingersoll-Water- 
bury Co., Waterbury, Conn. The Geo. H. Eberhard tha 
Pacific Coast representatives, San Francisco. 


Sugersot, 
LW RIST WATCHES 


Terms 2%—10 days 
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... If you can’t move the 
merchandise you certainly can’t 
collect the profits 


ND that’s the trouble with most moderately priced 
silverware. In spite of its price it is hard to move. 
Because most of it has no outstanding selling qualities. 
No style. No individuality. It Jooks like the “priced- 
to-sell-cheap” merchandise that it really is. 


But there és inexpensive silverplate that does have real 
style, beauty, and individuality. It’s Wm. Rogers & 
Son Silverplate. 

Take a look at the new Burgundy Pattern illustrated 
here. Notice its rich, luxurious design . . . its quality 
appearance . . . how it embodies the style and individ- 





5 New sELLING 
FEATURES NOW IN ALL 
WM. ROGERS & SON 

SILVERPLATE 


1. improved Finish — Rich 
detail brought out by oxi- 
dization. 

2. Blanks 33’s% heavier allow 
deeper embossing of pat- 
tern—more massive appear- 
ance; add years of service. 


3.25% more silver...om tea- 
spoons, and on other pieces 
proportionately. 


4. Modeled Handle Knives... 
identical in construction 
and finish with those of 
highest priced plated lines. 


5.PREVENT-TARNISH 
CHESTS and tuckaways 
—plush lining treated b 
exclusive prevent-tarnis 
process—SUPPLIED AT NO 
EXTRA COST. 











NEW YORK 
9-11 Maiden Lane 


CHICAGO 
Merchandise Mart 


INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. 


uality of your more expensive lines. Isn’t that what 
your customers are looking for these days? 


And check the five new selling features. These are 
the qualities that it takes to make moderately-priced 
silverware move quickly over your counter . . . move 
quickly so you can collect the long profit it offers. 
These are the qualities that make Wm. Rogers & Son 
Silverplate fast-moving, profitable merchandise for you! 





A SELLING TEST THAT PAYS! Why not put this new pattern to the 
selling test in your own store? Get in touch with your jobber today, he'll 
supply you with this sales-pulling display assortment. Profits won’t stay 
in your showcase when you feature the new... 


WM. ROGERS & SON G6 


ORIGINAL ROGERS SILVERPLATE 


ST. LOUIS 
Ambassador Building 


SAN FRANCISCO 
150 Post Street 











THE JEWELERS’ CIRCULAR 
for September, 1934 























ete 


ond abet 3 


ae 


RON ROONOORIR IMT 


’ AAXN 


ven a 2 2 2 2 2 oe 2 oe 


; a en 






















SNTERNATIONAL SILVER Co. announces, 
beginning July lst; 1934, the’ policy of Con: 
* R trolled Distribution for’ 1847 Rogers Bros. 
pedal 24 at Silverplate’ and Wm.Rogers 8 Son Silverplate: 
S his policy has been adopted to insure’ fair’ com: 


petition and legitimate’ profits for’ every distributor ‘ 
and dealer’ handling these’ lines . vommosSSonwwn? 


C000 o cof ccc nc000 


he’ greatest’ opportunity will be given to the 
% retailer’ to improve his position as a silverware’ 
merchant and to profit by the combined efforts of 

distributors and manufacturer to eliminate unfair com- 
— and unethical practices. ODOM SSSSEOWIIMIIIIN? 


é 
a 
= 








Ste. 























= ealizing that’ the’ foundation of the’ silverware’ 


Jame | 





lla 


‘ee li is the retail trade, International Silver Co. pur: 
poses to do all possible’ to make’ that’ foundation firm, 
by promoting the’ best’ interest’ of the’ dealer? Con= 
trolled Distribution, we’ are’ confident? will $0 a long 
way in accomplishing this objective’. WOWMMOESIOONION > 


< xosrc0 00 coons000 


Memeo this end, the listof wholesale distributors 
has been restricted to those whose’ present attitudes 
and past’ performances give’ assurance of successful 
conduct of their functions as distributors. »%~ 
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are’ ‘very strict. This means that fewer jobbers will 
| handle these two lines but that each of these’ will be an 
; ethical source’ of supply, equipped to meet the demands. 


< swoon MR cxc0029005 

oe . ssurance of clean distribution should be a power: 
ful incentive’ for’ the’ retailer’ to make’ the’ very most” 
of his opportunities. Increased effort’ will bring still 
Greater’ Opportunities . KOMOMOPSSSSOWOWMNOI > 
—xoocoreo ME cccc0300 

ria %: dded to the tremendous advantages afforded by 
Consndlad Distribution will be’ the’ powerful advertising 
featuring these two famous trade marks, 1847 Rogers 


Bros. and Wm.Rogers & Son,in a long list’ of leading 
national magazines. ~HKnmnnozSSSOMOOON 


econo oR occccc 000 


8 nternational Silver’ Co. representatives will give 
| you full information regarding this policy and how it 
will enable’ you to increase’ your silverware’ business. 
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: ‘¢ he retailer’ who builds his business on the sands 
fof unsound and unethical principles is threatened by 


every storm that’ blows. XomonnoOsSSeOOmmrnnwanvoy> | 
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Anternational Silver Co. invites the’ dealer’ to build 
this business on solid rock. XXrninoz=ssorinnir 





at tien Fr ee 


Ne he silverware’ merchant has long recognized the’ 
4 h integrity and solidity of International Silver’ Co. The 
Taouncement’ of the’ policy of Controlled Distribution helps 
to emphasize’ the’ solidity of the’ company’s position and gives 
added meaning to the’ opportunities offered to the’ retailer to 


BUILD ON ROCK 
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NEW YORK 


A TURN TO THE RIGHT 





















We approve 


100 per cent the new policy of CONTROLLED DISTRIBUTION for 
1847 ROGERS BROS.— WM. ROGERS & SON 


It is a turn to the right for constructive merchandising . . . and away 





from the destructive practices which have affected the industry. 


Under this plan we have been made Approved Wholesale Distributor. We 





know that this new plan will be for your benefit as well as our own, and 


that it will be welcomed by every legitimate factor in the entire industry. 





Two new patterns . . . Sylvia, in 1847 Rogers Bros. and Burgundy in 
Wm. Rogers & Son . . . plus the “Wedding Ring Chest” (Patent Applied 
For), the most unique silverware container ever developed . . . are bril- 


liant evidences of the continued leadership of International Silver Co. 


Our stocks are complete, and we shall be glad to render you prompt 


service. 


ILVERW ARE 
INCE 1869 


J. W. JOHNSON 


14 Maiden Lane 1 W. 47th Street 
NEW YORK, N. Y. 





(Approved Wholesale Distributors) 





The mark of the International Silver Company —a guarantee of quality 


G. U.S. PAT. OFF. 








1847 ROGERS Bros. onbeolled IN ee Ww. ROGERS & SON 











CHICAGO 
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BENJ. ALLEN & CO., Inc. 
Offers with pride 


Two Brilliant Designs 


and the 
"BURGUNDY" “WEDDING RING CHEST” 
Wm. Rogers & Son Aigo 











We heartily endorse the International 
Silver Company's plan of Controlled 
Distribution. 


SYLVIA and BURGUNDY, two of 
the most outstanding patterns of the 
day, are typical of the entire Benj. 
Allen stock. We are constantly pre- 
pared to supply you with the newest 
and finest in watches, clocks, dia- 
monds, silverware, glassware, optical 
goods and materials . . . all available 
for immediate delivery. 





The Benj. Allen Catalog is conveniently listed and designed to give 
efficient service that is the result of 62 years of experience in the 
trade. -It offers the most comprehensive guide to profitable buying 
in the jewelry industry. Get your copy and start using it for Fall Buying! 


BENJ. ALLEN « CO., inc 


THE SILVERSMITHS BUILDING 10SO. WABASH AVE. 


CHICAGO ILLINOIS 


"SYLVIA" 





1847 Rogers 














ig as 


ae me 


etal mete nb ninthasdmalllthd das) ih She 


a 


1847 ROGERS BROS. piheol let Dy dethetion Ww. ROGERS & SON 










































































WU GNUnOUNCING ~ 


its policy of Controlled Distribution on July 1, 1934, International Silver Company 
has sponsored a policy that should be of interest to every dealer in silverware. 


For some time past International Silver Company has contemplated a change in 
its selling policy. As early as 1927 the company made a decision at the cost of con- 
siderable business in an attempt to further the interests of the jobber and the dealer. 
At that time we believed the decision to be a correct one and anticipated that it would 
meet with approval by the trade. 


Since then we have entered a new era. Not only are silverware manufacturers 
subject to codes, but jobbers and dealers are likewise called upon to operate under 
rules and regulations and are thinking in different terms than they were in 1927. 


It is just as important in the year 1934 as it was in the year 1927 that the dealer 
cooperate with the jobber and the manufacturer and support the present policy which 
has been formulated for his benefit, and to further his interests. 


Some dealers will continue to be skeptical and continue to promote merchandise 
sold on a price basis, having a haphazard distribution policy, unappreciative of their 
‘own opportunities made possible by the forward thinking of the management of this 
company. 

On the other hand, the many letters we are receiving in each mail indicate that 
the announcement of the new policy was timely . . . that it has the approval of the 
trade . . . and that we can expect cooperation of those dealers who are interested in 
sales at a profit and are appreciative of a policy constructed on sound, practical lines 
to further their interests. 


We are looking forward to an increased demand for silverware and a closer 


relationship with our jobbers and dealers. 
Miflced ioe 


President of the International Silver Co. 
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CHICAGO 





WELCOME . 


CONTROLLED DISTRIBUTION 


We heartily endorse this forward step in eliminating 


unfair competition 


and enabling the retailer to close 


the sale and enjoy the profit. We assure the Interna- 
tional Silver Company of our full cooperation in carry- 


ing out their requir 


1847 ROGERS BROS. 


presents SYLVIA, an exquisitely simple, 
graceful design that offers a natural sales 
opportunity especially when offered in 
conjunction with 
the unique and 


SYLVIA beautiful 


WEDDING 
RING 
CHEST 


(Patent Applied For) 


* tees 


1847 ROGERS Bros. 


ements. 


REG. U. 8. PAT. OFF. 


The mark of the Inter- 
national Silver Company 
—da guarantee of quality. 


BURGUNDY 


WM. ROGERS & SON 


presents BURGUNDY, a striking new pat- 
tern designed for gracious hospitality and 
incorporating many important manufac- 
turing improvements. 


The entire Ball Line is as attractive, up-to-the-minute and 
salable as these charming patterns. It includes every item that 
the modern jeweler may demand, items that are tested business 
builders and profit winners. Use the Blue Book to anticipate 
your customers’ needs and let our prompt, experienced service 
increase your volume. 


THE ayy aa COMPANY 


GARLAND BUILDING -CHICAGO 
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CINCINNATI 








SELECTED 


by the 


International Silver Company 


and placed upon their approved list 
for controlled distribution, we offer 
the retail jeweler prompt and effi- 
cient service from a complete stock 
including all patterns of 1847 Rogers 
Bros. and Wm. Rogers & Son flat- 
ware and hollow ware. 


Let us fill your orders for 


Sylvia 
1847 ROGERS BROS. 
and 
Burgundy 
WM. ROGERS & SON 
and 


WEDDING RING CHEST 


(Patent Applied For) 













We are also wholesale 
distributors of  Inter- 
national Silver Com- 
pany Sterling Silver flat # 
ware and hollow ware & 
of all sterling patterns 
sold through their ¥ 
wholesale distributors, 
and we are prepared to 
furnish prompt 
and efficient 
service on 
your require- 
ments. | 
WRITE for Ws 
our large cata- 
log. 


'WALLENSTEIN-MAYER CO. 


Wholesale Jewelers 


31-39 East Fourth Street 
Cincinnati Ohio 








1847 ROGERS BROS. 














A TURN 
TO THE RIGHT 


We approve 100 per cent the new policy 
of CONTROLLED DISTRIBUTION for 


1847 ROGERS BROS. 
WM. ROGERS & SON 


It is a turn to the right for constructive 
' merchandising . . . and away from the 


destructive practices which have affected 
the industry. 





Under this plan we have been made 
Approved Wholesale Distributor. We 
know that this new plan will be for your 
benefit as well as our own, and that it will 
be welcomed by every legitimate factor 
in the entire industry. 






. Sylvia, in 1847 
. and Burgundy in Wm. 


Two new patterns. . 
Rogers Bros. . . 
Rogers & Son... plus the “Wedding Ring 
Chest” (Patent Applied For), the most 
unique silverware container ever de- 
veloped . . . are brilliant evidences of the 


continued leadership of The Interna- 


tional Silver Co. 









Our stocks are complete and we shall be 


glad to render you prompt service. 





FROHMAN & CO. 


Approved Wholesale Distributors 


18 West Seventh Street CINCINNATI, OHIO 


a, The mark of the International Silver Company— 
Hs a guarantee of quality. 


RES. U. S. PAT. OFF, 


vibiok bd BD \cstribution Ww. RoceErs & SON 























LOS ANGELES 
Here is the world’s bigges 





ERNATION A)" 


STERLING 
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A MERCHANDISING | 
IDEA THAT DOUBLES 
BRIDAL SALES... . | 
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with the newest 


1847 ROGERS BROS. 
pattern 
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Sylvia 
and the latest 
Wim. Rogersé&Son 
pattern 


Burgundy 


One look will convince you that this 
lovely new pattern and this uniquely 
beautiful “Wedding Ring Chest” 
(Patent Applied For) offer you a 
natural sales opportunity. Others will 
think so, too, so please get your orders 
in early. This chest is available in 
39-piece and 69-piece combinations. 





Closed view of “Wedding Ring Chest” 








Many donors of wedding gifts are as much concerned 
with ‘the presentation of their gift as with their selec- 
tion of it. 

For them the Wedding Ring Chest will be an inspira- 
tion and joy. It provides such a gracious and suitable 
presentation, lends itself so attractively to showers, 
surprise dinners and anniversary celebrations: 


WSS SSS 


. 


SS 


Prominent among the patterns which may be selected 
in the Wedding Ring Chest are Trousseau, Orchid and 
Minuet in International Sterling, and First Lady, 
Master piece and Century in Holmes & Edward Inlaid. 

















REMEMBER—the 1847 Rogers Bros. 
plan of Controlled Distribution elimi- 
nates unfair competition—the retailer 
closes the sale—makes the profit. 


C The mark of the International Silver 
SD fic Company—a guarantee of quality. 


REG. U.S. PAT. OFF. 














ESTABLISHED 1888 


E. W. REYNOLDS CO. 


“EVERYTHINGYOUNEED”’ 
Approved Wholesale Distributor 


Metropolitan Building, Broadway and Fifth 
Los Angeles, Calif. 
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DETROIT 








Ihe announce... 


our appointment as approved wholesale distributor of 
International Silver Company products. 


Controlled Distribution now in effect is a constructive mea- 
sure to correct trade abuses and encourage the business of the 
legitimate retailer. 





We are proud to serve you under this new policy and pledge 
our earnest cooperation. 


Order your 1847 Rogers Bros., Wm. Rogers & Son flatware 
and hollowware and International Sterling lines from us. 





The new “Sylvia” pattern in 1847 Rogers Bros. and “Bur- 
gundy” pattern in Wm. Rogers & Son are now ready. Let us 
show you these new patterns. 


THE E. H. PUDRITH COMPANY 


33 JOHN R STREET 



































DETROIT, MICHIGAN 
Approved Wholesale Distributor 
SYLVIA BURGUNDY 
ST. LOUIS —~t 





Controlled Distribution 


as announced by the International Silver Company for 


1847 ROGERS BROS. 
and WM. ROGERS & SON | 


has our heartiest endorsement 








We earnestly request your consideration of our prompt and 
efficient service on whatever your needs may be, and 
especially of the two beautiful new patterns— 


‘Sylvia : 1847 ROGERS BROS. 
“Burgundy - WM. ROGERS & SON 











both of which are available in the 39-piece and 
69-piece combinations put up in the new wed- 
ding ring chest (pat. applied for). 


MASCHMEYER-RICHARDS 
SILVER CO. 


MANUFACTURERS’ AGENTS AND WHOLESALE 
DEALERS IN 


Sterling Silver, Silver Plate, Glassware 


7th & LOCUST STREETS 
SAINT LOUIS 





REG. U. 8. PAT. OFF. 


The mark of the 
International  Sil- 
ver Company — a 
guarantee of quality. 





1847 ROGERS BROS. CC ee ] ed ae ba WM. ROGERS & SON 
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NEW YORK 











20 East Broadway 


Presenting 


the 
“WEDDING RING CHEST” 


(Patent Applied For) 


69 Piece Service 
RETAILS 


$72.50 


39 Piece Service 
RETAILS 


1847 ROGERS BROS. 


| eas ri ceerdly 


WM. ROGERS & SON 


each the latest and newest 
pattern in the lines. 


Could anything have a greater 
sentimental appeal than silver- 
ware and a “wedding ring?” Here 
is a winning combination the like 
of which the silverware trade has 
never seen before. This chest is 
available in 39-piece and 69-piece 
combinations. Early orders are 
advisable. 

REMEMBER—the 1847 Rogers 
Bros. and the Wm. Rogers & Son 
plan of Controlled Distribution 
eliminates unfair competition— 
the retailer closes the sale — 
makes the profit. 


| The mark of theInternational Silver 
-§ Company—a guarantee of quality 


REG.U.S.PAT.OFF. 


ALEX SABIN & SONS, Ine. 


WHOLESALE JEWELERS 


(Approved Wholesale Distributor ) 


db doch ch ch cb ch ch db dh dad cc ch ch ch dado dh db ch ccc coco dad doch dca 


MONOGRAMS-~ 


The above is a reproduction of a page of Engraving Suggestions shown 
in the beautiful Advertising Portfolio featuring “Sylvia.” 
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WILMINGTON 





New York City 


LET US e e e AS 
APPROVED WHOLESALE DISTRIBUTORS 


fill your orders for 
Sylvia 
1847 ROGERS BROS. 
Burgundy 
Wm. ROGERS & SON 
and the 
WEDDING RING CHEST 


(Patent applied for) 


Congratulations to the International Silver 
Co. upon their new plan of 


CONTROLLED DISTRIBUTION 


feeling confident it will work to the advan- 
tage of the retailer as well as of the entire 
trade. We pledge our heartiest coopera- 
tion. 


B. KLEITZ & BRO. CO. 
Wholesale Jewelers 


6TH AND MARKET STREETS WILMINGTON, DELAWARE 











1847 ROGERS BROS. ares Ieee } eo ape Wo. Rocers & SON 




























PHILADELPHIA _ 


We are pleased 
to announce our 


appointment as 





APPROVED 
WHOLESALE 
DISTRIBUTORS 


under the 


new plan of 


Controlled 
Distribution 





for 


1847 ROGERS BROS. 


and 


WM. ROGERS & SON 


This forward step has our hearty endorsement, and you 
are assured of our fullest cooperation in attending to your 
requirements. 








Your orders for 1847 Rogers Bros. Silverplate including 
“Sylvia”, the new pattern, also Wm. Rogers & Son new 
pattern “Burgundy”, will have prompt attention. Both 
of these desirable patterns are packed in the beautiful 
new “Wedding Ring Chest” (pat. applied for) and are 
available in 39-piece and 69-piece combinations. 











SEND FOR YOUR COPY OF OUR 
COMPLETE NEW CATALOG 








Berens AISENSTEIN & GORDON 


The —_ of the Interna- Incorporated 
tional Silver Company —a P . 
guarantee of quality t | 2-1 4. Sansom St., Philadelphia 


1847 ROGERS BROS. Cs y Vist bution Wm. RocGeErs & SON 


















































PITTSBURGH 








We are happy to 


announce our appointment as 
APPROVED WHOLESALE DISTRIBUTOR 


for 


1847 ROGERS BROS. 


AND 


WM. ROGERS & SON 
SILVERPLATE 





your requirements. 
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Ring Chest” (Patent Ap- 
plied For) will have most 


prompt attention. 








“SYLVIA” 


a7 OF 


REG. U.S. PAT.OFF. The mark of the ’ fo 4 ; fe. ; 
International Silver Company \ Of Aff be aa 7 
—a guarantee of quality. Se es Cs 


BIGGARD & COMPANY 


INCORPORATED 
Pittsburgh, Pa. 


307-309 Clark Bldg. 


—<— 





1847 ROGERS BROS. 


under the new plan of 


Controlled 
Distribution 


_ This. forward step has our 
hearty endorsement and you 
_are assured of our fullest 


cooperation in attending to 


Your orders for 1847 
Rogers Bros. Silverplate, in- 
cluding “Sylvia,” and Wm. 
Rogers & Son, including 
their newest pattern ‘“Bur- 


gundy” and the “Wedding 





M. BONN COMPANY 


PITTSBURGH, PA. 


Acknowledge with pleasure 
our appointment as 


APPROVED WHOLESALE DISTRIBUTOR 


for 


1847 Rogers Bros. 


and 


Wim.Rogers & Son 


under the plan of 


CONTROLLED 
DISTRIBUTION 


We know that this new plan 
will be for your benefit as 
well as our own, and that 
it will be welcomed by every 
legitimate factor in the 
entire industry. 


Two new patterns . . . Sylvia 
in 1847 Rogers Bros. ... and 
Burgundy in Wm. Rogers & 
Son .. . plus the “Wedding 
Ring Chest” (Patent Ap- 
plied For), the most unique 
silverware container ever 
developed . . . are brilliant 
evidences of the continued 


leadership of International 
Silver Co. 


Our stocks are 
complete, and 
we shall be glad 
to render you 
prompt service. 

















SYLVIA 





Reg. U.S. Pat. Off. 

The mark 
of the International 
Silver Company — a 
guarantee of quality. 





Petcol [ at Dae) tion WM. ROGERS & SON 

















PITTSBURGH 











were is the world’s biggest 








WEDDING RING 


with the newest 


1847 ROGERS BROS. 


pattern 


Sylvia 
We also offer 


Wim. Rogers«Son 
latest pattern 


Burgundy 


One look will convince you that this 
lovely new pattern and this uniquely 
beautiful “Wedding Ring Chest” 
(Patent Applied For) offer you a 
natural sales opportunity. Others will 
think so, too, so please get your orders 
in early. This chest is available in 
39-piece and 69-piece combinations. 


REMEMBER—the 1847 Rogers Bros. 
plan of Controlled Distribution elimi- 
nates unfair competition—the retailer 
closes the sale—makes the profit. 











“Sylvia” 


Presenting 


the | 
“WEDDING RING CHEST” 


(Patent Applied For) 


. newest member of the 

famous family of 
1847 ROGERS BROS. 
as well as ‘ 


ASS cardial 


the lovely new pattern 





of 

WM. ROGERS & SON 
Could anything have a greater 
sentimental appeal than silver- 
ware and a “wedding ring?” Here 
is a winning combination the like 
of which the silverware trade has 
never seen before. This chest is 
available in 39-piece and 69-piece 
combinations. Early orders are 

advisable. 
REMEMBER—the International 
Siiver Company plan of Con- 
trolled Distribution eliminates 
unfair competition—the retailer 
closes the sale—makes the profit. 
The mark of the International Silver 
OS Company—a guarantee of quality 


REG.U.S.PAT.OFF. 


‘ ¢ The mark of the International Silver 
i. Company—a guarantee of quality. 


REG. U.S. PAT. OFF. 


GRAFNER BROS. | 
Approved Wholesale Distributor | 
Pittsburgh, Pa. | 





SAMUEL WEINHAUS COMPANY 
| 720-722 Penn Ave. 
PITTSBURGH, PA. 


(Approved Wholesale Distributor ) 





onthe led ee seh Los Wyo. ROGERS & SON 


1847 ROGERS BROS. 








Reproduction of a Gruen full page advertisement appearing in leading magazines 
in September 





HE AMERICAN ACHIEVEMENT AWARD x 
i for Distinguished Leadership Ss i! 


accurate timepiece is in itself an achievement—-an in- 

for achievement echo for a moment, then spiration to leadership in other lines. The award of a 

they're gone. So it is that America has Gruen for work well done—for outstanding” service 

come to honor her leaders with Jasting rendered—is more lasting and certainly more appre- 

awards for deeds well done. So it is that the guild- ciated than trivial trophies. And because the’ Gruen 
made Gruen watch is recognized today as the American so eloquently expresses all thar is fine, honest and 
Achievement Award. This finely crafted and precisely dependable, a legion of leaders carry it—.and treasure. it! 
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We extend a cordial invitation to the jewelers attending the 
two great conventions to visit us at Time Hill. 


A.N.R.J.A. Cincinnati m N.A. of C.J. Chicago 
September 10-15 September 24-28 


THE GRUEN WATCH COMPANY Time Hill, Cincinnati 


An American institution operating internationally for 60 years in the manufacture of fine watches. 
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SILVERSMITHS FOR MORE THAN A CEntree se 


MEMBERS OF THE STERLING SILVERSMITHS GUILD OF AMERICA 
Pi ‘ 


You will. find that this beautiful new sterling sil- 





being featured in impressive page and four 





Aime Tohit-Taa Malek Meoiel-Val-1ae) Molo) ol-1ol Maloh aislolaam page advertisements in class magazines this Fall. 












ee 


A Dish that 
“Sells Itself” 











i — an outstanding 














ngs lao item of utility, beauty and exceptional value that is very popu- 
9%" = 7” lar with jewelers. It is typical of many other pieces in our ¥ 





ee et extensive lines of hollowware. It is the sort of piece that +s 
wae stops the shoppers, and develops many a sale. Order a sam- ee 
, Shipped immediately le—put it on sale—and you’ll quickly learn why it is such 7 
le spe Pp P y' quickly y 
@ ‘ on receipt of order. 


a fast selling number. 


Smith Sterling Service includes many flatware patterns, with 
the famous “Fiddle Thread” a notable example. Our Custom 
Department cooperates with many jewelers who find special TRADE 
order work very profitable. 


FRANK W. SMITH, Ine. 


7 MANUFACTURERS OF STERLING SILVERWARE 
GARDNER. MASS. 


—<. 



































| A. P. W. SILVER 


A. P. W. STERLING 


KNOWN FOR UNIFORM HIGH QUALITY 


Uniform because scientific control eliminates guesswork throughout its production. 
A. P.W. Sterling is based on electrolytically pure Silver, melted under technical supervision, 
rolled in the finest procurable rolls and annealed to a uniform fireless temper in electrically 
controlled furnaces, by a personnel highly skilled in all stages of its handling. 



















This uniformity makes for speedy, economical and efficient production wherever used, 
whether for spinning, pressing or stamping. 





Now—Send a trial order to be convinced. 


| SILVER ANODES [ WE BUY OLD GOLD | 


Of pure electrolytic Silver in 
all sizes, for consistently good 


plating results. THE AMERICAN PLATINUM WORKS 


thee Egle Mea St tice TO Reh” NU Ss Fan Se ea ee Ae, 


= ie 





i SILVER SOLDERS N. J. R. R. AVENUE AT OLIVER ST. 
j Plate, Sheet, Wire, Filings. NEWARK, N. J. 
You are sure to find the most 
ere in the variety Refiners and Manufacturers of Platinum, Gold, and Silver 


bal ACP ain) 





fil A. P. W. SILVER | 
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= lowest price ever for a BULOVA diamond baguette! z rT 
Slender, small, in four smart styles. Plain and engraved, : ~« SS = 
in 10 kt. white rolled gold plate . . . $39.75; in 10 kt. natural 

gold filled . . . $42.50. 


Lady Bulova will be featured in all Bulova fall and winter advertising . . . in the Saturday 
Evening Post... and, starting October 4th, in special merchandising announcements, broadcast 
from coast to coast over many powerful radio stations. 

To help Bulova jewelers tie up with this powerful advertising a series of clever, DIFFERENT 
newspaper mats, and a beautiful 8-color window display, will be furnished FREE with each 
order of four Lady Bulova watches. 





























Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted” $1.50 for first 25 
words. Additional words, 5c, a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. - 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c, if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all an- 
awers will be directed care The 
Jewelers’ Circular. 

In answering ads, do not enclose 
original letters of recommendations. 
send duplicates. 

To avoid unnecessary correspond- 
ence mention your location in the 


advertisement. 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 

















Situations Wanted. 


Under this heading, 75c. for first 
25 words, 5c. for each additional 
word; minimum charge, 75c. 


HUB CUTTER, EXPERT, also capable 
all around man on dies and tools, 
wishes permanent position. Address 
“F., 1716,” care Jewelers’ Circular. 





A-1 WATCHMAKER AND SALESMAN, 
11 years’ experience; age 33; good 
estimator; best references. Address 
“M., 1726,” care Jewelers’ Circular. 





FINE ENGRAVER, JEWELER, salesman, 
wishes connection with high grade re- 
tail store; references. Address ‘‘K.S.,”’ 
940 Hamilton Ave., Indianapolis, Ind. 





HIGH-GRADE WATCHMAKER, 35, ex- 
cellent mechanic and front -man. Ad- 
post ne “M., 1833,’’ care Jewelers’ Cir- 
cular. 





COMPETENT WATCHMAKER on ali 
makes and sizes, quick and high-grade 
mechanic, wishes position. I. Natanson, 
1890 Crotona Parkway, New York. 





YOUNG MAN, 23, eight years’ wholesale 
and manufacturing experience; office 
work; references, A-1l. Address “G., 
1876,” -care Jewelers’ Circular. 





WATCHMAKER, German, age 30, com- 
petent on all grades and sizes, desires 
position anywhere. Address “E., 1873,” 
care Jewelers’ Circular. 





WATCHMAKER, JEWELER, optome- 
trist, registered in Oklahoma, wishes 
position, either on salary or commission 
basis. Address “D., 1777,” care of 
Jewelers’ Circular. 





JEWELER, all around on hand-made 
platinum jewelry, foremanship ability, 
wishes position with reliable concern. 
Address ‘‘B., 1798,’’ care Jewelers’ Cir- 
cular. 





WATCHMAKER AND- ENGRAVER, 
wishes position with retail concern; 
capable and honest, and ability to do 
good work. Address “H., 1807,’’ care 
Jewelers’ Circular. 








WANTED, POSITION, by good watch- 
maker; 17 vears’ store experience. W. 
H. Haines, Gas City, Ind. 





EXPERIENCED LADY CLERK desires 
position with a reliable jeweler. Ad- 
dress ‘‘J.,1828,’’ care Jewelers’ Circular. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





MANUFACTURING JEWELER, platinum 
worker, engraver and diamond setter; 
best references. Address “G., 1806,” 
care Jewelers’ Circular. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, III. 


LADY, seven years’ experience in jewelry 
store and gift shop, desires position 
with high class jeweler. Address ‘‘M., 
1797,” care Jewelers’ Circular. 





ALL AROUND watchmaker, jeweler, en- 
graver, stone setter; South preferred; 
at once; state wages. W. T. Lambert, 
1219 12th St., Augusta, Ga. 





DEAF ARTISTIC ENGRAVER, age 43, 25 
years’ experience; position preferred in 
factory between Indianapolis, Chicago, 
St. Louis. Address “H., 1788,’’ care 
Jewelers’ Circular. 





ARTISTIC ENGRAVER, age 43, 25 years’ 
experience, now employed, desires steady 
salary position in factory in Central part 
of U.S.A. Address ‘‘'G.,1747,’’ care Jewel- 
ers’ Circular. 





YOUNG LADY, 10 years’ experience in 
first class jewelry stores; saleslady, 
stenographer; first class references; will 
go anywhere. Address “‘F., 1784,’’ care 
Jewelers’ Circular. 





SALESMAN, watches and jewelry, East 
and Middle West; good following, bet- 


ter retail trade; excellent references; 


moderate salary. Address “L., 1793,’ 
care Jewelers’ Circular. 








WATCHMAKER, junior, certified, wants 
permanent position; own tools; best ref- 
erence; can repair clocks; good all 
around man; New England preferred. 
John Walsh, Ayer, Mass. 





WATCHMAKER, age 26, technical train- 
ing, several years’ experience at bench; 
can wait on trade; will go anywhere; 
must be permanent. Address ‘‘D., 1782,” 
care Jewelers’ Circular. 


ENGRAVER, high grade, fine inscriptions, 
monograms, ornamental and cutting for 
enamel, desires position in store or shop; 
best reference; 50c. per hour. Address 
“Chicago, 1808,’’ care Jewelers’ Circular. 





FIRST CLASS WATCHMAKER, A-1 
mechanic, 20 years’ experience, desires 
position New York or vicinity; salary 
$25. Address “N., 1824,” care Jewel- 
ers’ Circular. 





WATCHMAKER, age 36, employed, de- 
sires change; can take charge depart- 
ment; 20 years’ experience; references, 
— “R., 1838,” care Jewelers’ Cir- 
cular. 





TODAY, MORE THAN EVER, you re- 
quire an aggressive salesman in your 
store and here’s one who awaits your 
immediate reply. Address “D., 1852,’’ 
care Jewelers’ Circular. 





Al WATCHMAKER, expert jeweler, dia- 
mond setter, clockmaker, trim win- 
dows, and some engraving; 39 years’ 
old; 19 years’ experience. Address “‘B., 
1850,’’ care Jewelers’ Circular. 





GOOD, STEADY high-grade jeweler, en- 
graver, setter and repair man, wants 
position, store or factory; 20 years’ ex- 
perience; go anywhere. Address “Y., 
1848,’ care Jewelers’ Circular. 





COMPETENT WATCHMAKER, 25 years’ 
experience, American, willing, good 
engraver, plain jeweler, salesman; New 
England preferred; references. Address 
“O., 1834,” care Jewelers’ Circular. 





FIRST CLASS jeweler and stone setter 
desires permanent position with retail 
store; good references with 15 years’ 
experience; married man. Address ‘‘M., 
1830," care Jewelers’ Circular, 








FIRST CLASS WATCHMAKER, A-1 me- 
chanic, desires position with first class 
concern; expert on fine small Swiss 
watches and wheel cutting. Address 
“X., 1890,” care Jewelers’ Circular. 





RETAIL SALESMAN, young man of in- 
teresting capabilities and clean record, 
seeks responsible position in reputable 
establishment handling better’ class 
trade. Address “P., 1755,” care Jewel- 
ers’ Circular. 





BOOKKEEPER-TYPIST, young woman, 
10 years’ varied experience in jewelry 
line, capable of taking full charge, 
manufacturing jewelers; excellent ref- 
erences. Address “D., 1713,” care 
Jewelers’ Circular. 





MANUFACTURING JEWELER- 
setter, accustomed workin fine 
platinum, from designing to finishing, 
desires steady position; best character 
and ability references. Address “D., 
1745,” care Jewelers’ Circular. 





OPEN FOR POSITION as optometrist or 
optometrist and watchmaker, Ohio only; 
first class in both branches; best of ref- 
erences; 20 years’ experience. R. L. 
Guyselman, 1313 Grand Central Ave., 
Vienna, W. Va. 





WATCHMAKER, Swiss-American, real 
expert mechanic, age 38, only the very 
best of references, wants steady posi- 
tion; salary $50; either Texas, Arkansas 
or Tennessee. Address “J., 1809,” care 
Jewelers’ Circular. 





(Continued on page 148) 
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SITUATIONS WANTED—Continued 















































i WATCHMAKER wants permanent posi- 
, tion; 20 years’ experience; best refer- 
ences; married; experienced all grade 
watches; also good salesman, estimate 
and deliver work; fair salary. Address 
“B., 1804,’ care Jewelers’ Circular. 





LETTER ENGRAVER, carver, chaser 
and designer, 15 years’ experience with 
country’s leading concerns; work any- 
where; salary start $25; references. 
Address “E., 1814,” care Jewelers’ Cir- 
cular. 





i HIGH CLASS combination engraver, 
setter, jeweler and salesman for store 
or shop; formerly with well known 
firms; go anywhere; salary $25 start, 
after October 1st; references. Address 
“C., 1813," care Jewelers’ Circular. 





WATCHMAKER, JEWELER, engraver, 
expert mechanic, store experience, 
all-around man, can take full charge; 
New York or vicinity; first-class refer- 
ence. Address ‘‘Q., 1837,’’ care Jewelers’ 
Circular. 





POSITION as store or credit manager; age 

35, married, very neat appearance; 

: capable, experienced instalment man, 

excellent salesman, window-trimmer, 

A-1 watchmaker and engraver with fac- 

Address 
, 1789,” care Jewelers’ Circular. 


tory experience; references. 


se 





LONG EXPERIENCED WATCHMAKER 
desires position with reputable jeweler 
doing high-class repair work on wrist 
and railroad watches; wrist watches 
preferable; available October first. Ad- 
pt ma “P,, 1835,” care Jewelers’ Cir- 
cular. 





WATCHMAKER, JEWELER, good sales- 


man, 30 years of age, 15 years at 
bench; H. I. A.; position must be per- 
manent; now employed; good on rail- 
road and better watches. ‘“Watch- 
—, P. O. Box 1013, Little Rock, 
Ark. 





YOUNG MAN, 21 years of age, single, 


of good appearance, will finish Bradley 
September 15th, desires position as 
watchmaker, jeweler, stone setter and 
engraver; will go anywhere for reason- 
able wage. Henry H. Lamb, 227 
Underhill, Peoria, Ill. 





WATCHMAKER, light 


jewelry work, 
have charge of repair department; win- 
dow dresser, salesman, graduate of 
Bowman’s; 25 years of age; five years 
at the bench; good references; now 
employed. Dabney S. Orr, Box 457, 
Martinsville, Va. 





SALESMAN, thoroughly established for 


many years with all best trade in 
entire South and Texas; have sold gold, 
platinum, diamond jewelry, mountings, 
etc., also sterling wares; best possible 
credentials. Address “A., 1855,’’ care 
Jewelers’ Circular. 















SALESMAN, wholesale or retail, 10 
years’ selling experience, wishes con- 
nection with established firm; thorough 
knowledge of jewelry business; Al ref- 
erences. Address ‘‘E., 1853,’’ care Jewel- 
ers’ Circular. 





YOUNG LADY, full charge, bookkeeper, 
stenographer, 10 years’ experience, 
jewelers’ supply and novelty concern; 
initiative; past six years one concern. 
— “L., 1826,’ care Jewelers’ Cir- 

| 








COMBINATION MAN; capable salesman, 
watchmaker, engraver, window-trim- 
mer, sign-writer; thoroughly expe- 
rienced buying old gold and diamonds; 
age 30, single. Address ‘‘C., 1851,’’ care 
Jewelers’ Circular. 
















i RETAIL JEWELRY SALESMAN, 20 
} years’ experience in best stores; ex- 
cellent references; will accept place for 
Six weeks before Xmas, or sooner; 
permanently if needed. Address “H., 
1827,’ care Jewelers’ Circular. 















i WATCHMAKER, 17 years’ experience on 
oe all grades of watches and clocks; age 
4) 36; can furnish the best of references; 
| can wait on trade and will go any- 
a | where. Address “S., 1839,” care Jewel- 
ers’ Circular. 















SALESMAN, 20 years’ experience, thor- 
ough knowledge of all details pertain- 
ing to the retail jewelry business; Al 
references as to ability, honesty and 
character. Address ‘X., 1868," care 
Jewelers’ Circular. 













WATCHMAKER’S HELPER, for past 
three years, young man, 19, able to 
clean watches and clocks; New York 
or vicinity; references; moderate sal- 
ary. Address “H., 1864,’’ care Jewelers’ 
Circular. 






















SALESMAN, go-getter, 15 years’ expe- 
riece Metropolitan and surrounding ter- 
ritories; capable of handling manufac- 
turers’, jobbers’ or importers’ line; Al 

references. Address ‘H., 1865,’’ care 

Jewelers’ Circular. 










WATCHMAKER, single, age 48, 32 years’ 


bench work experience; best of refer- 
ences; complete set of tools; able to 
make any watch part; desires position 
where at least a reasonable good class 
of workmanship is called for. Address 
“G., 1863,’ care Jewelers’ Circular. 





MANAGER, 


INSTALMENT, several 
years’ experience; A-1 salesman; origi- 
nal window trimming ideas; checks 
credits, care of collections, advertising 
sales promoting; college education; 
salary secondary. Address “C., 1711,” 
care Jewelers’ Circular. 


. 





BUSINESS WOMAN, thoroughly experi- 


enced in jobbing and manufacturing 
jewelry business; excellent references; 
desires general office work; residing 
Newark, N. J., free to go elsewhere. 
— “J., 1878,” care Jewelers’ Cir- 
cular. 





JEWELRY MANAGER, SALESMAN, 


experienced in all its branches; ca- 
pable of taking charge; married; 20 
years in business; open for position 
September first. Address “T., 1843,” 


eare Jewelers’ Circular. 





DIAMOND AND PRECIOUS STONE 


setter; clean, modern, up-to-date 
work; 12 years’ experience with well 
known artisans; salary to start $25; 
will locate anywhere; best references. 
= “G., 1815,” care Jewelers’ Cir- 
cular. 





BOOKKEEPER, full charge, ten years’ 


experience wholesale and manufactur- 
ing jewelry; knowledge financing, ste- 
nography and typing; accurate and 
competent; excellent references. Ad- 
= “K., 1887,” care Jewelers’ Circu- 
ar. 








WATCHMAKER, ENGRAVER, 18 years’ 


successful experience on railroad wrist 
watches, engraving, jewelry repairing, 
can do one or all three; salary or com- 
mission; capable taking full charge re- 
pair department; five years last store. 
ya ona “L., 1820,” care Jewelers’ Cir- 
cular. 





WEDDING RING ENGRAVER, CHAS 

15 years’ experience, past five years 
with popular house in New ork 
thorough knowledge of wedding ring 
manufacturing, toolmaking, etc.; wilj 
o anywhere; salary secondary 
uture; references A-l. Address “Gq 
1883,” care Jewelers’ Circular. : 





EXPERT WATCHMAKER desires per. 
manent position; eight years’ expe. 
rience, four in charge of repair de. 
partment; good estimator; close tim- 
ing where grade permits; reasonable 
salary or commission; own tools; 26 
years old, single; best references; 
South. preferred. Address “L., 1831,” 
care Jewelers’ Circular. 





MANAGER CREDIT STORE, 18 years’ 
experience as forceful salesman, super- 
vise credits, specialist P. & Ls., write 
advertising, sales promoting, originat- 
ing new ideas, pepping up business and 
trimming effective windows; can pro- 
duce results; salary secondary; fine 
references. Address ‘K., 1825,’’ care 
Jewelers’ Circular. 





WANTED, PERMANENT POSITION; 


handle any kind of jewelry repair 
work; good diamond setter, all kinds 
of letter engraving; clock repairer, help 
on watches; 22 years’ store experience; 
lost my wife, willing to go anywhere; 
willing to work for $20 a week; best 
reference. Address “K., 1818,” care 
Jewelers’ Circular. 








Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








NORTHWEST SALESMAN, established 
trade, wants commission lines, Swiss 
watches, diamond and wedding rings, 
mountings, watch bands, etc.; refer- 
ences. Fred G. Simpson, 2882 Humboldt, 
South, Minneapolis, Minn. 





RESIDENT CHICAGO SALESMAN, with 


good following, desires jewelry line for 
jobbing and department store trade, 
Chicago and surrounding territory. Ad- 
dress “Circular, 107,” Room 1205 Hey- 
worth Bldg., Chicago. 





WANTED, one or two additional lines 


suitable for jobbing and retail trade; 
have best following in the Middle West 
and South, representing one of best 
known Swiss lines for past 17 years. 
Address “H., 1816,” care Jewelers’ Cir- 
cular. 





SALESMAN, Chicago headquarters, 
established following to jobbers and 
large retailers, Middle West, South, 
Pacific Coast, desires connections; 
highest trade references. Alexander, 
809 East 47th St., Chicago. 





AGGRESSIVE SALESMAN, 


20 years’ 
successful sales experience, following 
retail jewelry and department store 
trade, State of New Jersey and Met- 
ropolitan territory, seeks side line from 
reputable house; low priced wrist 
watch line especially desirable; excel- 
lent references. Address “B., 1856,” 
care Jewelers’ Circular. 








“CHINA”; Sennet Freres, 75 Nanking 


Road, Shanghai, China, well known 
wholesale jewelers, established in China 
since 1870, having thorough sales or- 
ganization covering the entire country, 
wishes to consider any jewelry, glass- 
ware, leatherware and fancy goods 
line; all catalogues and offers will be 
appreciated and carefully studied; ex- 
clusive agency basis preferred. 
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Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








NTED, MEN traveling on the road 
selling materials and novelty jewelry 
to the retail trade, who would be in- 
terested in a line of fine leather watch 
bands. Address ‘‘D., 1872,’’ care Jewel- 
ers’ Circular. 





MANUFACTURER of exclusive line of 
fine wedding ring mountings desires 
salesman covering the highest class of 
trade for Middle West and Coast; state 
full particulars. Address “B., 1892,” 
care Jewelers’ Circular. 





SALESMEN WANTED, Middle Western 
and Southern territories, carry line of 


attractive silver rings, fast selling 
item; good opportunity; liberal com- 
mission. Address “F., 1874,” care 


Jewelers’ Circular. 


TRAVELING SALESMEN WANTED to 
sell competitive line trophies, cast cups 
and athletic figures; commission basis; 
only highly recommended men _ with 
sales records apply; state territory 
covered, complete details and _ refer- 
ences in first letter. Address “B., 
1822,” care Jewelers’ Circular. 





SALESMAN, with established following 
ameng Sepantmnent stores and better 
class jewelers, to carry attractive and 
profitable line of Zircon and precious 
stone jewelry, cultured pearls; commis- 
sion basis; state territory now cover- 
ing, references in first letter. Address 
“H., 1877,” care Jewelers’ Circular. 














BHelp Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








FAST WATCHMAKERS; good pay, per- 


manent. Write Post Office Box 1014, 
Pittsburgh, Pa. 

WATCHMAKER AND ENGRAVER 
wanted; steady position. The Claud R. 


Robins Co., Harrisburg, Pa. 





WANTED, combination jeweler-engraver- 
watchmaker; Southern man preferred. 
Address ‘‘*X.Y.Z., 1778,” care Jewelers’ 
Circular. 





WATCHMAKER, must be an able me- 
chanic and have good references. M. 
Selig & Sons, 163-03 Jamaica Ave., 
Jamaica, N. Y. 





WATCHMAKER AND JEWELER for a 
retail jewelry store in New York City; 
State salary. Address ‘‘A., 1870,” care 
Jewelers’ Circular. 





OPTOMETRIST, immediately, Pennsyl- 
vania; state experience and references; 
splendid opportunity. Address “1., 
1888,” care Jewelers’ Circular. 





WANTED, first class watchmaker and 
engraver; applicant must be competent 
and have good reference. Address “J., 
1886,” care Jewelers’ Circular. 





WATCHMAKER, one with previous ex- 
perience with wholesale watch import- 
ing concern; steady position to the 
right man. Address “A., 1891,” care 
Jewelers’ Circular. 





SCHOOL AND COLLEGE JEWELRY 
salesman for established concern in 
Philadelphia to take Pennsylvania, New 
Jersey and Maryland. Address “J., 
1817,” care Jewelers’ Circular. 





WANTED, OPTOMETRIST who can do 
watchwork and engraving; commission, 
or wil! rent 20 year established optical 
shop; good proposition to right man. 
F. C. Rockwell, Del Rio, Texas. 





WATCHMAKER for a retail jewelry 
store in Metropolitan Section; one who 
can take care of customers; state sal- 
ary. Address “Y., 1869,’’ care Jewelers’ 
Circular. 





WATCHMAKER for leading credit store, 
Virginia City; state all qualifications, 
salary, references, age, first letter. Ad- 
‘dress “C., 1859," care Jewelers’ Cir- 
cular. 





WATCHMAKER, must be first class me- 
chanic, good appearance, permanent; 
write, state age, experience, salary; 
send photo. The Savitt Company, New 
Haven, Conn. 





CAPABLE, AGGRESSIVE SALESMAN 
with a thorough knowledge of retail 
credit selling: excellent opportunity: 
advise experience. give references. 
Morris Square Deal Jeweler, Wilkes- 
Barre, Penna. 


WANTED, capable salesman-watchmaker 
with own tools, willing to assume de- 
tailed store work in its entiretv; write 
stating age, experience and salary de- 
=. Post Office Box 947, Springfield, 
Mass. 





WANTED, SALESWOMAN for. small 
jewelry store: must be thoroughly ex- 
perienced and willing to clean stock 
and do general store work; write stat- 
ing age. type. salary desired. etc. Post 
Office Box 947, Springfield, Mass. 





WANTED, first class watch repairman 
and engraver, for high class store in 
city of 35,000: only first class men need 
apnly: permanent position; excellent op- 
vortunity. M. Meyer, Jeweler, Marion, 
Indiana. 





ARE YOU a watchmaker-engraver or 
watchmaker-salesman willing to work 
in a large city in Connecticut? Steady 


position; send references, salary, age 
in first letter. Address ‘M., 1823,’’ care 
Jewelers’ Circular. 

EXPERT WATCHMAKER, fine adjust- 


no cheap Swiss or 
American work; ideal conditions; can 
appreciate a good workman. Address 
—— 1857,’’ care Jewelers’ Circu- 
ar. 


ing and timing; 





YOUNG LADY thoroughly experienced in 
retail jewelry store, especially in silver, 
china and glassware; largest store and 
stock in state; must be good saleslady; 
reply with full particulars. Koppe 
Jewelry Co., Billings, Mont. 


} 











SALES CONDUCTOR capable of manag- 
ing hih-class sales programs or selling 
our sales service; must have advertising 
and merchandising experience. Write 
qualifications to National Sales Service, 
6651 Enright, St. Louis, Mo. 





OPTOMETRIST, young American, licensed 
Pennsyivania, become associated live 
store, Pittsburgh; guarantee share 
profits; we make money, you will too; 
a happy place, no boss, plenty action. 
gee “K., 1791,” care Jewelers’ Cir- 
cular. 





CREDIT MAN AND BOOKKEEPER, one 
who has good ability in checking 
credits and collections; don’t answer 
this ad unless you have good experi- 
ence in this line; give references and 
names of last employers in first letter. 
F. Levit Jewelry Co., Houston, Texas. 





WATCHMAKER and clock repairer for 
retail jewelry store in Birmingham: a 
young man who can repair railroad 
watches and fine clocks; permanent posi- 
tion; state salary, and send references 
in first letter; otherwise letters will not 
be answered; must be able to qualify 
watchmaker’s' union. Address “M., 
1795,’ care Jewelers’ Circular. 





FIRST CLASS WATCHMAKER, must be 
first class on all types of watches ex- 
cept cheap 7-jewel Swiss watches; 
married man about 40 years of age, 
good appearance and pleasant person- 
ality to take in and deliver watches in 
front part of store; photograph and 
reference in first letter; good position 
to right man. Address “Albany, N. Y., 
1812,” care Jewelers’ Circular. 





SWISS WATCH SALESMEN, one for 
South, one for Middle West, residing 
in respective territories and traveling 
by automobile to smallest towns as 
well as large; third man for Metropoli- 
tan District excepting Manhattan; im- 
mediate permanent connections on 
straight commission open to expe- 
rienced producers; complete history and 
references must be included in applica- 
tion to importer. Address ‘‘S., 1845,” 
care Jewelers’ Circular. 





LEARN MASTER WATCHMAKING as 
practiced in up-to-date city shops; 
systems of training that may have 
been practical 20 or 30 years ago 
will hardly pass muster at this time; 
the master watchmaker must be 
trained in today’s methods and on 
today’s watches; write for our big 
free book and learn how you can 
get this master training. Chicago 
School of Watchmaking, 641 Ash- 
land Block, Chicago, Illinois. 








For Sale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word. 








SMALL SHOP, four windows, reasonable 
rent, busy building, uptown New York, 
suitable for jeweler or diamond setter. 
Aiea “F., 1805,”" care Jewelers’ Cir- 
cular. 





NOTICE WATCHMAKERS! For sale, 
small store not requiring large stock, 
in good city of 10,000; price very rea- 
sonable. Address ‘“‘A., 1849,’" care 
Jewelers’ Circular. 





FOR SALE. best jewelry and optical 
store in Shelbyville, Illinois; 13 sur- 
rounding towns; low rent, good busi- 
ness, best location: living quarters; will 
sacrifice. W. W. Dale. 


(Continued on page 150) 
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FOR SALE—Continued 








FOR IMMEDIATE SALE on account of 
death of owner, long established jewel- 
ry and optometry business; completely 
equipped; solid American Walnut fix- 
tures. Rose Landau, 3295 8rd Ave., 
Bronx, New York. 





FOR SALE, old established wholesale sup- 
ply business, complete and up-to-date 
stock of jewelers and watchmakers sup- 
plies, findings, material and tools, in 
city of 500,000 population. Address ‘‘D., 
1802," care Jewelers’ Circular. 





OWING TO THE RECENT DEATH of 
my husband I am offering for sale his 
20-year established business, for cash, 
before the Fall business begins; a 
splendid opportunity for a diamond 
setter and engraver. Address ‘“S., 
1842," care Jewelers’ Circular. 





CALIFORNIA! Modern jewelry store do- 
ing good business, plenty watch and 
jewelry repairing, in town of 5000 with 
large trade area in the heart of famed 
Santa Clara Valley; industrial payrolls, 
fruit and walnut ranching, truck gar- 
dening, poultry raising, Government 
payrolls, United States Naval Air Sta- 
tion; business established ten years; 
new fixtures; reasonable rent; living 
quarters; ideal climate and recreational 
facilities; willing to reduce stock. Ad- 
dress ‘‘A., 1780,” care Jewelers’ Circular. 





JEWELRY STORE, featuring modern 
and antique jewelry, art objects, etc. ; 
fixtures very artistic, Louis XV de- 
sign; located 18 years in Hotel Taft 
Bldg., New Haven, Connecticut; is a 
going concern; lease exceptionally 
good ; will sell with or without stock ; 
no stock buyers or auctioneers 
wanted. Connoisseur Shop, 994 
Chapel St. 





For Sale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








QUANTITY of unused grey flannel rolls 
for flatware. Black, Starr & Frost- 
Gorham, 5th Ave. at 48th St. New 
York. 





WHILE THEY LAST, two special jewel- 
er’s safes, ready for immediate use, can 
be bought very cheap; must be dis- 
posed of. Store, 44 West 29th St., New 
York. Murray Hill 4-3809. 





ROLLING MILL, Crocker, 2 flat rolls 2 
inches diameter, 3 inches long, no at- 
tachments; cost $79.80, sell for $25; 
trade for what? Sergeant, 2602 LeClaire 
St., Davenport, Ia. 





WATCHMAKER, write today for free 
circular on the new book, ‘‘Modern 
Methods in Watch Adjusting.” Harold 
et E. 1009 33rd Ave., Spokane, 

ash. 


SHOP EQUIPMENT, benches, polishing 
dust collectors, presses, dies, drop ham- 
mers, rolls, furnaces, scales, safes, bot- 
tom prices; favorable terms. Leiman 
Bros., 152 Christie St., Newark, N. J., 
and 23 Walker St., New York. 





CUTTERS of genuine ‘‘Felzite’’ rock, 
gold-testing stones and manufacturers 
of synthetic touchstones; wholesale 
only; enquiries invited. Felker Research 
Laboratory, Torrance, California. 





AMERICAN REBUILT WATCHES, com- 
plete or movements 7 to 23 jewel, 
grades standard makes; we buy your 
surplus watches; check by return mail 
same day as received; get our prices on 
rebuilts. Klar & Winterman, 2310 Elm 
St., Dallas, Texas. 


WATCH CASES for every movement; 
every shape, quality and size; now is 
the time to put your movements in 
the latest modern designed cases; send 
us your movements and let us supply 
you with dials and cases; compare our 
prices; 6%1, 6%1, chrome, 65 cents— 
three for $1.50; 10 yr. yellow filled, 
hand engraved, $1.40; 8%1, 9%1, and 
10%1 combination cases with dials at- 
tached to cases to take all movements, 
in chrome, $1.25, lots of three $1.10; 
yellow combinations $1.65, 10141 chrome 
cases, 40 cents up; 0/s, 3/0, 6/0, 10/0 
—90 cents; lots of three 80 cents; yel- 
low-filled cases, $1.65 up; 6 size, 12 
size, 16 size, 18 size, $1 up; American 
dials, 85 cents; lots of three 75 cents; 
all sizes; Swiss dials 25 cents up; price 
reduction in quantity; free circular. 
Hudson Case Co., 17 East 42nd St.. 
New York. 





Busiriess Opportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a werd. 








EVERY EFFORT is made by the Jewel- 
ers’ Circular to keep its advertising col- 
umnsa clean. Advertisers under Business 
Opportunities, etc., must furnish trade ref- 
erences. Announcements must pass the 
strict censorship requirements of The 
Jewelers’ Circular. 











DO YOU WANT CASH for any part of 
your stock or stock and fixtures? Write 
or wire S. Siegel & Co., 718 Vine St., 
Cincinnati, Ohio. 





HIGHEST CASH PRICES PAID for dia- 
monds, watches, jewelry; money by re- 
turn mail: bank references; all business 
strictly confidential. Emil Noel, 29 E. 
Madison St., Chicago. 





BUSINESS LOCATION; good opportunity 
for jeweler and optometrist; store room 
and residence; will rent with fixtures; 
located Indiana manufacturing city. Ad- 
dress “J., 1799,’’ care Jewelers’ Circular. 





IF IN DOUBT about your colored stone 
send them to one who knows. A. Es- 
positer, Expert Lapidary, Cutter for 
the trade for 34 years, 64 West 48th 
St., New York. 








RAISE CASH AT ONCE; we are spe- 
cialists in liquidating part or entire 
jewelry stocks quickly at public auc- 
tion without any financial loss to the 
jeweler; our dignified methods up- 
hold your reputation and gain new 
customers for your store; all sales 
conducted under the NRA Code; all 
communications held strictly confi- 
dential. Maxwell’s Galleries, 933 
Boardwalk, Atlantic City, N. J. 
Phone 4-9612. 








HIGHEST CASH PRICES PAID {for 
jewelry stocks and _ fixtures; before 
selling your stock, wire or write us and 
we will come to see you at our ex. 
pense. Maxwell’s Galleries, 933 Board- 
hr Atlantic City, N. J. Phone 4. 


en _ SEE 


FOR SALE, one half interest in 30 year 
established upstairs jewelry store and 
trade shop, town of 45,000 with large 
surrounding population, City of Easton 
Pa. Address “H., 1885,” care Jewelers! 
Circular. 





ALWAYS PAID HIGHEST CASH price 
for complete jewelry stocks and 
fixtures. Sell out to old reliable 
Joseph M. Gordon, 37 Cornhill, 


Boston, Mass. 





~ 


GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash our direct outlet 
enables us to pay you higher prices; 
bank and trade references of the 
highest character. Write 37 Maiden 
Lane, New York. Telephone John 3454, 





COLORED STONES; let the House of 
Stones tell you whether your stone is 
genuine, at no cost except postage; we 
pay cash for rubies, emeralds, sapphires 
and other gem colored stones over a 
half carat. Send with price to the Wm. 
V. Schmidt Co., Inc., 22 West 48th St., 
New York. 





ARE YOU GOING OUT OF BUSINESS? 
We pay highest cash value for entire 
stock or part of jewelry, diamonds and 
fixtures; communicate with us, it will 
be to your advantage; rating and ref- 
erence of the highest order. Van 
Praag & Co., 718-720 Broadway, New 

York, established 1889. 





MANAGER WANTED; capable, young or 
middle-aged, experienced manager to 
put in capital of cash or merchandise on 
profit-sharing basis, in one of largest, 
oldest and best rated credit jewelry 
stores in South, located in city of over 
two hundred and fifty thousand; give 
complete references in first letter. Ad- 
dress ‘‘C., 1781,’ care Jewelers’ Circular. 





WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
(or send surplus stock and get eash 
by return mail); best references. 
Colmes Brothers, 11 Beacon St., 
Boston, Mass. 





HIGHEST CASH PRICES PAID for all 
or part of your jewelry stock, with or 
without fixtures; we have bought out 
and liquidated leading jewelry con- 
cerns; communicate with us without 
obligation; established 36 years, same 
address. Brooklyn Purchasing Syndi- 
cate, Frank Walker, Proprietor, 610 
Broadway, Brooklyn, N. Y. Telephone: 
Pulaski 5-1798. 





GET THE CASH AND MORE, too, from 
us; we have bought some of the largest 
stocks in the country; none too large 
nor too small for us to handle; all cor- 
respondence kept in strictest confidence ; 
ship your dead or surplus stock to us, 
express collect, receive check by return 
mail; no obligation to accept offer, if 
unsatisfactory, but since others have 
been satisfied, you will too; bank and 
trade references upon request; wire to- 
day to have our representative call if 
you have a complete stock to close out, 
otherwise ship ae surplus goods and 
receive cash. ordon Bros., 18 Prov- 
ince St., Boston, Mass. 
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AN OPPORTUNITY: American with 
25 years resident and buying experi- 
ence in Antwerp and Amsterdam dia- 
mond markets, a member of the 
Antwerp Diamond Club and Dia- 
mond Bourse, and a visiting member 
of the Amsterdam Diamond Bourse, 
desires to establish connections to 
buy for American diamond concerns; 
bank and important business refer- 
ences will prove reliability and com- 
petency. Address “A., 1884,” care 
Jewelers’ Circular. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished; 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 19 Cliff St., 
New York. 


S. HELFGOTT, high grade watchmaker 
for the trade, specializing in experi- 
mental work, cutting wheels, parts for 
watches, clocks, chronometers and re- 
peaters; satisfaction guaranteed; esti- 
mates upon request. 64 Fulton St., 
New York. 

















. Watch Work for the 
Trade. 


Minimum charge (25 words) $1.50 
1 Additional words, 5 cents a word. 








SEND ALL YOUR WATCH REPAIRS to 
the Factory P. Tieche, 95 Nassau St. *} 
New York, N. Y., repairs and mate 
rials; quick mail service. 





M. L. SCHWARTZ, Watch Repair Lab- 
oratory, equipped to serve you promptly, 
efficiently, inexpensively; estimates on 
request. Room 606, 1133 Broadway, New 
York. Chelsea 2-8514. 





GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 


Wanted Co Rent 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





MAHOGANY OR WALNUT jewelry fix- 
tures, three or four 8-feet show cases; 
about 48 feet wall cases; give full de- 
scription, best cash price. Norton’s 
Jewelry Store, Winchester, Tennessee. 











#M#liscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert in- 
structors. For information write Stand- 
ard Watchmakers Institute, 111 West 
11lith St., New York City. 





WANTED, PART OF OFFICE privately 
partitioned and furnished suitable as 
combination office and showroom for 
novelties and costume jewelry; rea- 
sonable. Address ‘“M., 1871,” care 
Jewelers’ Circular. 











Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








JOB LOTS, factory close-outs, sales- 
men’s samples, discontinued lines, etc., 
for cash. What have you? Send sam- 
ples, descriptions, details. Alegzander, 
809 East 47th St., Chicago. 








WATCHMAKERS! increase your ability 
through Lhe highly recommended 
books: ‘‘Rules and Practice for Adjust- 
ing Watches” and ‘Practical Balance 
and Hairspring Work”; circulars free. 
Walter Kleinlein, Waltham, Mass. 





JEWELERS you can make $00 Stazin 
unbreakable watch crystals, dust proof, 
can’t come out, any shape or size, for 
$2.50; send stamped addressed envelope 
for information. Stazin Watch Crystals, 
1636 N. Humboldt St., Portland, Ore. 





LEARN WATCHMAKING and become in- 
dependent; we help you secure a posi- 
tion; easy to learn: send for free cata- 
log. St. Louis Watchmaking School, 
Dept. 7, St. Louis, Mo. Under the 
Same management since 1886. 





ALUMINUM MATERIAL TRAY so handy 
on the bench, sent to any watch re- 
pairer free. Write Beck Brothers 
Wholesale Supply House, Noll Bidg., 
Fort Wayne, Ind. 























1 PRECIOUS STONES 


ORNAMENTAL STONES 
ORGANIC PRODUCTS 


239 W. 39th St. 














including one or 
more chapters, cover: 


THE CHARACTERS OF GEM-STONES 
THE TECHNOLOGY OF GEM-STONES 


SEMI-PRECIOUS STONES 








and technologies. 


The present fourth edition is completely up-to-date. It 
furnishes the jeweler and his clerks with a background 
and appreciation of the various commercial stones that will 
make their contacts with customers more effective. 

Price $3.00. Orders promptly filled. 


THE JEWELERS’ CIRCULAR 


GEM-STONES 


By G. F. HERBERT SMITH 
An Interesting, Authoritative Book 


Comprising 40 chapters and many 
diagrams, plates and tables by an out- 
standing authority. Over 300 pages. 


Here is a comprehensive book on GEM-STONES both 
for the Jeweler and the Connoisseur, written by an As- 
sistant Secretary of the British Museum, giving not only 
the characteristics of the various stones, but their histories 


New York 
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itr oducing FLEETWOOD-Manchester's Newest 





SILVER 


ONE MIGHTY METAL 


Silver, one of the oldest known metals, is just begin- 
ning to serve the needs of mankind. In its versatility 
rests the secret of its continually expanding useful- 
ness. The working of silver, which varies according 
to its uses, requires of the producer a broad knowl- 
edge of metallurgical problems and skill in craftsman- 
ship. Such a silver worker is Manchester Silver Co., 
whose plant is one of the most modern in the industry 
and whose products, which include over 2000 items 
in Sterling Silver, have been a dependable source of 
supply for 40 years. 


Now beautiful Fleetwood joins the group of 
thirteen standardized flatware patterns. Each 
Manchester pattern is complete with 115 
pieces—each is of the same weight—carries 





the same list price and discount—has the same FLEETW0OOD_— 
catalog number. Through standardization, EXPRESSING RARE 
costs and prices are lowered—dquality is main- BEAUTY AND CHARM IN 
tained and turnover accelerated. STERLING SILVER. 


The Manchester Catalog, illustrat- 
ing complete lines of artistically de- 
signed Sterling Silver hollow ware 


and flatware, sent upon request. 


CHESTER 


PROVIDENCE RHODE ISLAND 














A New Quantity-Discount Plag 
“TP lying to the purchase of the standard 


SERVICES /or SIX, EIGHT o TWELVE PERSONS 


A, instance 


$ 30 00 
The piece-by-piece price of a service for six is . g 00 
The quantity-discount price for the same service, purchased as a unit, is 25. 


$ 5 00 
A clear saving to you of * 





This Advertisement will appear in The Saturday Evening Post, Sept. 15 and Good Housekeeping, | 


For additional information, see Pages 8 and 9 
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